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Public Service and Public Relations 
Is Illinois Bell's Convention Motto 


Cuicaco, Aug. 1—If any dele- 
gate to last month’s political con- 
ventions was not aware of the IIli- 
nois Bell Telephone Co., then he 
probably never left home. 

Illinois Bell had a tremendous 
service function to perform in sup- 
plying communications equipment 
alone for the two big political 
pow-wows, but that was only half 
the story. Alert to the public re- 
lations possibilities in such an op- 
eration, the company set out to 
furnish all the personal service 
and information it could muster 
for the incoming delegates and 
the army of radio, TV, newspaper 
and magazine correspondents. 

Here are some of the services 
made available at both conventions 
by Lilinois Bell: 


Life Span’ of 
Magazines Told 


by Marketscope 


Newark, July 29—Marketscope 
Research Co., at 156 Washington 
St. here, is now offering a service 
aimed at helping advertisers reach 
a decision when they find several 
magazines about equal in coverage 
and cost. 

The service was developed by 
measuring factors like “life span” 
and “exposures.” As a result of a 
June survey covering 2,500 homes, 
Marketscope came up with the fol- 
lowing tables for Magazine X (2,- 
> 000,000 circulation and $6,000 per 
page) and Magazine Y (4,000,000 
circulation and $12,000 per page): 


MAGAZINE X 


Month _ Life Span % Exposed 
#1. A telephone center was set Geena % Homes Reached = Per Week 
up just off the convention floor, rae dl = > 
complete with message and infor- COMPARISON—Liebmann Breweries’ full- March 0.7 o.1 
mation desks, and local and long page ad in New York lost week carried oo ~ 0.3 
distance phone facilities. In con- 44j, copy under the Cadillac symbol: “This seo re on 
junction with the center, IBT had symbol alone doesn't make a famous juiy 12 es 
a TV lounge where visitors could motor car. And words and claims don’t Cemoatative ins = 
watch the proceedings on four TV make a famous beer.’ Foote, Cone & % Per $1,000 4 08 
sets and listen in with individual Belding is the agency. 
earphones. MAGAZINE ¥ 
2. A secretary was on hand at 3. A crew of pages was provided Month Life Span “% Exposed 
all times to type up speeches, reso- to deliver messages to delegates % Homes Reached Per Week 
lutions or other items for delegates who were busy on the convention poo wana be ae 
or convention officials, and mime- floor. March 035 ne 
ograph facilities also were avail- 4. Weather information, local ~ O8 ome 
able. (Continued on Page 62) > onal bo o 
July 2.5 1.0 
- ™ ” Cumulative Be we 
As Preliminary Sales Figures Trickle In, | Her cua 1s o4 


Convention Sponsors Are Smiling Happily 


Cuicaco, July 31—As convention 
dust is still settling on this city, 
radio-TV sponsors Westinghouse, 
Admiral and Philco are beginning 
to get some idea of the impact 
their sales messages had during the 


two hectic weeks of political 
broadcasting. 
Admiral Corp., which did its 


stint on ABC, reported yesterday 
that sales of its refrigerators dur- 
ing the week of the Democratic 
convention were well ahead of any 
previous week in 1952. Wallace C. 
Johnson, v.p. in charge of sales, 
said the 100 hours of radio cov- 
erage and 105.of TV sponsored by 
Admiral have “brought definite 
sales results across the country 
and moved much merchandise.” 

Mr. Johnson added that sales in 
smaller cities have improved more 
than those in the large metropoli- 
tan areas. 


s Westinghouse Electric Corp., on 
the basis of spot checks, is de- 
lighted with the preliminary re- 
sults of its sponsorship on NBC. 
Describing the early sales figures 
as “excellent,” a Westinghouse 
spokesman added enthusiastical- 
ly: “We're really sold on TV as a 
medium.” 

CBS sponsor Philco Corp. wasn’t 
as anxious to pin good sales re- 
sults on the convention coverage 
alone, but John Kuneau, v.p. in 
charge of the executive staff for 
Philco, said current sales are “tre- 
mendous.” In general, he said, 
sales are ‘“‘way ahead” of last year 
and on one line (refrigerators, 


@ the sample tables, says Market- 
| scope, show: 

“During the survey month of 
June, 1951, 5.9% of the magazine 
j}homes had the current or June 
issue of Magazine X; 2.9% of the 
tota]) magazine homes were ex- 
posed to the June issue during 
any one week of the month. 

(Continued on Page 8) 


freezers, etc.) Philco scored the 
best results in the past 66 weeks. 
Philco had no record of how 
many minutes of commercials it 
got across during the two weeks. 
This would have been difficult to 
figure, Mr. Kuneau said, because 
each time a CBS newsman intro- 
duced himself as “your Philco re- 


How to buy your QB bet 


2D 
$¢2 


MATCHING THEM UP—This ad for Paris 
belts will run in the September Argosy, 
Oct. 25 New Yorker and November Es- 
quire. The illustrations show two things: 
(1) the animal from which the belt was 
made and (2) the belt to wear with dif- 
ferent fabrics. Prices are given for each 
belt shown. (Story on Page 59.) 


Hudnut's Copy on 
Non-Neutralizers 


Brings Toni Action 


New York, July 31—Richard 
Hudnut division of Warner-Hud- 
nut Inc. started a little fireworks 
this week in the home permanent 
field. 

Hudnut did this by the simple 
expedient of having its agency, 
Kenyon & Eckhardt, 
page ads in some 80 newspapers. 
All the ad copy said was that 
women who use the non-neutral- 
izing home permanents might lose 
their hair. That’s all. 

In Chicago, where the ad was 


run in Wednesday's Tribune, there 


was an immediate reply from one 
of the biggest non-neutralizers, 
Prom, made by Toni Co., a divi- 
sion of Gillette Co. Joseph T. Lew- 
is, manager of the Prom depart- 
ment, announced the company had 
filed legal action with the Federal 
Trade Commission. He called the 
ads “disparaging and untrue.” 
(Continued on Page 62) 


porter” it could be considered a 
commercial but would be difficult | 
to clock. 


8 In addition, Philco superimposed 
its emblem on TV without obstruct- 
ing the view of the convention and 
this, too, would be tough to fig- 
ure in terms of minutes of com- 
mercials, Mr. Kuneau pointed out. | 
Philco was confident, however, 
that it didn’t come anywhere near 
the limit in commercial time im- 
posed by the broadcast industry. 

Westinghouse, in 120% hours 
(60 for the Republicans and 60% 
for the Democrats) of telecasting, 
spent a total of 13642 minutes on 
commercials during the Republi- |; 
can show and an average of a lit- 
tle more than two minutes per 
hour during the Democratic meet- 
ing. On radio, the tally went this 
way: 128 minutes of commercials 
during 48 hours of covering the 
Republican convention, and 127 
minutes during 564 hours of the 
Democratic. 

Admiral got off 310 minutes of 
TV commercials and 215 minutes 
of radio commercials during its 


end of October. 


next Tuesday. 


is the previous agency. 


105 hours of telecasting and 100 
hours of broadcasting of both con- 
ventions. 


Last Minute News Flashes 


Burnett's Part of Schlitz Goes to Lennen 

Cuicaco, Aug. 1— Leo Burnett Co. today was notified it has lost the 
$3,000,000 Schlitz account it got four months ago. Lennen & Mitchell, 
which handles Schlitz radio and TV, will take over the newspaper, 
magazine, business paper and outdoor advertising from Burnett at the 


Duane Jones Hearing Set for September 

New York, Aug. 1—Duane Jones’ $4,500,000 “conspiracy” suit against 
nine former employes is now scheduled to be heard Sept. 9, but Mr. 
Jones’ attorneys are appealing an order which directs a jury trial on 
certain parts of the complaint. Meanwhile, an argument on Mr. Jones’ 
motion to dismiss his ex-employes’ $3,000,000 libel action will be heard 


Hallicrafters Names MacFarland, Aveyard 

Cuicaco, Aug. 1—Effective today, MacFarland, Aveyard & Co. is 
handling the Hallicrafters Co. account. The company’s annual budget 
for national advertising of its TV and radio equipment runs around 
$800,000, according to John S. Mahoney, ad manager. Sorensen & Co. 


Maine Sardines Will Be Pushed in New Drive 


New York, Aug. 1—The Maine sardine industry will launch a new 
campaign next week in 150 to 200 newspapers. The group also will 
break spot radio announcements over 50 stations in the South, featuring 
the food value of sardines and their low price. September issues of 15 
women’s magazines also will be used. The campaign will run for the 
remainder of the year. Brooke, Smith, French & Dorrance is the agency. the agency for Westinghouse’s elec- 

(Additional News Flashes on Page 63) 


place full-| 


More Magazines 
Raise Rates as 


Media ‘Shuffle’ 


Top 10 Media List May 
Change Markedly During 
Last 6 Months of 1952 


New York, July 30—As the me- 
dia race swung into the second 
half of 1952, there were plenty of 
indications that changes are being 
made, and more are coming: 

1. There is ample evidence of an- 
other round of rate increases com- 
ing up, mostly among magazines, 
although newspapers—caught in 
the newsprint cost squeeze—are 


|also jacking up their rates rapidly 


2. There has been a sizable re- 
shuffle in the ranking of major ad- 
vertising media reported by PIB 


|during the first six months of the 


year. 

3. Network television, still shoot- 
ing upward in rates and costs, 
finally passed network radio, and 
individual networks panted at the 
heels of longtime magazine lead- 
ers. 

4. In general, the dollar gains of 


{these media are traceable to rate 


increases; linage is generally off. 


s The news magazines are raising 
rates. Newsweek's will go up 6% 
or 7% next Jan. 23. U. S. News & 
World Report has raised rates 
9%% and boosted its circulation 


(Continued on Page 59) 


New Westinghouse 
Dryer Sings Out 
‘How Dry! Am’ 


MANSFIELD, O., July 31—‘“How 
Dry I Am,” a song more common- 
ly associated with tippling, has 
been engineered into a new elec- 
tric clothes dryer. 

Westinghouse Electric Corp. 
next month will introduce the new 
dryer featuring a music box which 
sings out the tune when the drying 
cycle is completed. 

As an engineering problem, 
Westinghouse said, it wasn’t easy 
to find the right kind of music 
box and ways to make the notes 
loud enough. The result of six 
months’ research, the built-in 
music box is operated by a small 
electric motor which also shuts it 
off after one chorus. The dryer’s 
suggested retail price is $235.55, 
the same as the previous non- 
musical model. 


s It will be promoted in a general 


Westinghouse laundry equipment 
drive starting with the company’s 
CBS radio and TV show, “Pick the 
Winner,” Aug. 10, and on its old 
standby, “Studio One.” 

Other advertising plans include 
newspapers in major markets 
across the country and national 
magazines, although the publica- 
tions on the schedule will not be 
announced until mid-August. Ful- 
ler & Smith & Ross, Cleveland, is 


tric appliance division. 
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FTC Fur Ad Rules Praised... 


Adman Lieber Thinks Fur Labeling 
Act Will Help His Client, Hollander 


New York, July 28—The Fur 
Products Labeling Act, which be- 
comes effective Aug. 9, is likely to 
prove a blessing in disguise. This 
is the opinion of many in the fur 
trade, despite the act's drastic pro- 
visions affecting advertising. 

But the new fur act may also 
be a forerunner of similar acts 
that will affect advertising in other 
fields. It is only a question of time 
before the advertising restrictions 
imposed by the fur labeling act 
will be extended to other products. 

That is the opinion of Lester 
Lieber, head of the new advertis- 
ing ageney bearing his name. Mr 
Lieber has specialized in fur ad- 
vertising for the past 12 years. He 
left Grey Advertising Agency 
about four months ago to take over 
the account of A. Hollander & Son, 
dresser and dyer of furs, which has 
been carrying on an extensive edu- 
cational campaign in the fur trade 
on the fur labeling act. 


@“Uniess advertisers in other 
fields police themselves, the fed- 
eral government will place restric- 
ions on cther advertising,” Mr. 
eber believes. 
“The fur labeling act, however, 
#8 a good thing for the industry,” 
Re says. “It clarifies things and will 


@iminate many abuses that had) 


grown up, such as advertising fan- 
tastic price reductions 
Teading claims.” 

) The new act, he said, will restore 
msumer confidence. The Federal 
ade Commission's rules and reg- 
ations based on the act clearly 

pulate that “no furs nor fur 

‘a 
§ false, misleading or deceptive 
any respect.” The act’s major 


xducts shall be labeled, invoiced 

advertised in any manner which 

fq urements call for the labeling 
* (Continued on Page 30) 


and mis- 


Florist Group's 
Million-Dollar Ad 


Plans Won't Bloom | 


Cuicaco, July 29—The Society | 
of American Florists’ budding 
plans for a million-dollar ad cam- 
paign won't bloom this year. 

Some time ago the society asked 
five agencies—Bozell & Jacobs, 
Grant Advertising, McCann-Erick- 
son, Ruthrauff & Ryan and J. 
Walter Thompson Co.—to bid for 
a campaign that was said to run 
in excess of $1,000,000. In June 
the florists’ group told these agen- | 
cies, some of which had made 
rather elaborate speculative pres- 
entations, that no decision would 
be reached at least until the 
group’s annual meeting in Louis- | 
ville July 20-23. | 

After its meeting last week the} 
society was no closer to naming 
an agency and preparing a cam- 
paign. Robert H. Roland, executive 
secretary, told AA that the matter 
might come up again at a board 
meeting in January, but that in 
all probability no decision would 
be reached until next year’s an- 
nual meeting. 


Brooklyn Paint to A&éC 


Brooklyn Paint & Varnish Mfg. 
Co. has appointed Anderson & 
Cairns to direct its advertising. A 
television campaign is being 
planned for the New York metro- 
politan area. 


Lee Promoted to Sales V.P. 


| 
Harvey A. Lee has been elected 
v.p. in charge of promotion and 
sales of Anchor Concrete Products, 
Buffalo. He has been serving as 
secretary and a director. 


= 
Packer Corp. Begins Liquidation; 


Qutdoor Plants in Three States Sold — 


©” CLEVELAND, July 30—Liquidation 
of the Packer Corp., one of the 
nation’s biggest outdoor advertis- 
ing firms, has been recommended 
by Packer directors. 

Packer already has sold its op- 
erating properties in Florida (other 
than in Miami) and in Texas and 
Tennessee. Stockholders will vote 
on the complete sell-out proposal 
within 90 days. 

At Packer headquarters here, 
President John A. Zimmer said 
shrinking earnings due to in- 
creased operating costs and high 
taxes caused directors to recom- 
mend the sale of remaining prop- 
erties and dissolution of the cor- 
poration. 


s Its remaining properties include 
poster-making plants at Erie, Pa., 
and Canton, O., and the Miami, 
Fla., plant of Packer Displays Inc., 
the corporation’s wholly owned 
subsidiary. 

Mr. Zimmer said shareholders of 
the 27-year-old firm ultimately 
would get at least $60 per share, 
including an initial disbursement 
of $20. The issue is selling over- 
the-counter for about $37 a share. 
The company has 60,000 shares 
outstanding among 500 stockhold- 
ers 

Complete liquidation would take 
about four years, the Packer man- 
agement said. 

There was no confirmation of 
the report that Packer was selling 
some of its holdings to district 
managers and other segments to 
advertisers. 


Mr. Zimmer is also president of 
Central Outdoor Advertising Co. 
here. Central will not be affected 
by the liquidation, it was said. 

The sales already reported were 
made in part for cash and in part} 
under conditional sales agreements | 
providing for complete payment of | 
the remainder of the purchase} 
price in about four years, it was| 
reported here. 


Mill Still with Mackay Co. 

Wallace Mackay Co., Seattle, 
continues to be the agency for} 
Seidelhuber Steel Rolling Mill} 
Corp., and the account has not} 
switched to West-Pacific as AA| 
erroneously reported July 14. The) 
mill has been producing ingots for 
several months and is scheduled to | 
start its rolling in September. | 


|time contract 


Sultur-8 Appoints Cohen 
Sulfur-8 Chemical Co. has ap- 
pointed Harry B. Cohen Adver- 
tising, New York, to handle adver- 
tising for Sulfur-8 hair and scalp 
conditioner. Media plans call for 
use of spot radio, newspapers and 
national magazines. Herschel Z. 
Deutsch is the previous agency. 


DuMont Promotes Wynn 

Lawrence L. Wynn, an account 
executive with WABD, New York, 
since June, 1950, has been pro- 
moted to sales manager for the Du- 
Mont station. 


Spadea Moves 


Spadea Inc., New York, has 


moved to larger quarters at 120 W. 
| 3lst St. 


‘1 yeu are lucky eoongh te walt eway from 4 feet 
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Phone 82. . . Every Job Is Guaranteed 


SEDARS Pontiac - cadillac 


808 Second St. 


NEGATIVE APPROACH—One of the ads 


used by Sedars Pontiac-Cadillac agency, | 


Perry, la., in a g pap 
series for its service department. 


Negative Approach 
in Ad Series Works 
for New Car Dealer 


New York, July 29—A new car 
agency’s service department has 


Army, Air Force 
Rule Out Specs 
in Agency Bids 


Wasuincton, July 30—Military 
recruiting officers took a firm 
stand against speculative presen- | 
tations as 18 advertising agencies | 
participated today in a briefing on 
the $1,000,000 Army and Air Force 
recruiting campaign for 1952-53. 

It was the first time a genera] 
competition for the account had 
been held in four years. Officials | 
said today’s turnout represented 
the largest response in the history 
of the account. | 
| Lt. Col. William Berkley, chief | 
|of the publicity branch, military | 
personnel procurement division, | 
|said “specs” were ruled out after | 
conferences with industry leaders. | 

“We are interested in the fairest | 
and best way of measuring each | 
agency’s ability to service the ac- 
count,” he declared. 


| 


| 
| 


i. Initial selections are to be made | 
on the basis of a questionnaire, 
| prepared by the publicity branch. | 


BIG APPLE MEN—H. E. Meinhold, presi- 
dent, Duffy-Mott Co., New York, and B. 
L. Turner, v.p. in charge of sales and 


advertising, Comstock Canning Corp., 

Newark, N. Y., retiring and newly elected 

president, respectively, of the Processed 

Apples Institute, at the first annual meet- 
ing of the organization. 


Apples Institute 
Plans to Continue 


Industry Promotion 


New York, July 29—The Proc- 
essed Apples Institute at its an- 
nual meeting here last week unan- 
imously adopted a resolution ap- 
proving the organization’s first- 
year promotional program and 
supporting a continuation of the 
current campaign. 

Members agreed to continue to 


won an “amazing” boost in busi-| Designed to bring out facts about} channel all funds available for in- 


ness on the strength of newspaper 
ads that use negative psychology, 
according to the retail department 
of the Bureau of Advertising. 


One ad in the series (two col-| 


umns by 6”, twice weekly) had the 
headline: “Don’t Buy New Tires 
Until One Blows Out—There Are 
Lots of Wreckers.” 

The copy said: “If you are lucky 
enough to walk away from it just 
phone 82 and we'll be glad to come 
out and scrape up the pieces. Of 
course, if you are one of these fel- 
lows who would rather be safe 
than sorry you could phone 82 first 
thing in the morning and have a 
new set put on...ask for Leo... 
Art might give you too much on a 
trade.” 


@ The advertiser, Sedars Pontiac- 
Cadillac, Perry, Ia., attributed the 
business boom wholly to consistent 
newspaper advertising “because no 
changes in plant or operations were 
made since the campaign began.” 
Prior to the inverse-psychology 
drive, Sedars had been a sporadic 
advertiser. In February, when new 
car production and_ deliveries 
looked uncertain, Sedars decided 
to develop more service sales to 
maintain and increase volume. 


| the background of the agency and | 
its staff, the questionnaires are to} 
| be filed by Aug. 15. | 

On the basis of these question- | 
naires, officers of the publicity | 
branch will select three to five fi-| 
nalists, Col. Berkley said. The fi- 
nalists will be invited to appear 
| before a selection board of rank- | 
jing officers, to submit additional 
information about the qualifica- 
tions of their organization and 
staff. | 
| The account has been in the 
hands of Grant Advertising Inc., | 
Chicago, for over two years. Dur- 
ing the past year it has limped 
along on an uncertain budget as 
a result of the refusal of Congress 
to release $3,100,000 which recruit- 
ers had hoped to spend in the fis- | 
cal year 1951-52. 


dustry-wide promotion exclusively 
through the institute, which was 
organized a year ago to promote 
sales of processed apple slices and 
apple juice. 

H. E. Meinhold, president of 
Duffy-Mott Co., retiring president 
of the institute, in reporting on the 
year’s activity, pointed out that 
the industry has absorbed a large 
carry-over pack of apple products, 
plus the current year’s pack. 

The industry, he said, is now 
“ready to go into a new year with 
minimum inventory and maximum 
opportunity for increased sales.” 


s B. L. Turner, v.p. in charge of 
sales and advertising, Comstock 
Canning Corp., was elected presi- 
dent of the institute. Mr. Meinhold 


| will serve as a v.p. of the organiza- 


tion. Other officers include E. J. 


@ Approval of $1,000,000 for re- 
cruiting just before adjournment 
last month opens the way for re- 
sumption of an orderly recruiting 
advertising campaign, Brig. Gen. 
O. O. Niergarth, chief of the mili- 
tary personnel procurement divi- 
sion, told the agencies. He pointed | 
out, however, that the appropria- 
tion is the smallest in the history | 
(Continued on Page 65) 


| 


‘Young Mechanic,’ Ziff-Davis Quarterly, 
Will Tear Up Bill If Ads Don’t Pay Off 


New York, July 29—Ziff-Davis 
has come up with an unusual ad- 
vertising contract for its new 10¢ 
quarterly, Young Mechanic, which 
bows Oct. 17 with a guarantee of 
500,000. 

This is the magazine’s offer: 
If the first ad, in the advertiser's 
opinion, has not paid off within 
three months, the bill will be can- 
celed. 

An advertiser will sign a four- 
$900 per page per 
will be billed for 
nm next Jan. 16— 
er the newsstand 
appearance Young Mechanic. 
If the advertiser reports the ad 
hasn't paid off, Z\ff-Davis will tear 
up the bill. 


insertion) and 
his first insert 
three months 


ot 


s In the meantime, the second is- 
sue of the quarterly will appear 
on newsstands on the Jan. 16 dead- 
line and will carry the advertiser's 
second ad. This second ad will not 
be billed, either, and the contract 
will be canceled. Advertisers who 
cancel will not be allowed to run 
copy in the magazine for two 
years. 

The offer is being made to mail 
order houses, said Ziff-Davis, 


|“whose products are tailor-made, 


| 


| 


for Young Mechanic.” Institutional | 
advertisers will get the same con-| 
tract and will pay no money if 
they feel the magazine “is not an 
ideal medium for their products or | 
is not exactly as represented.” 


= The new quarterly—with 100 
pages in full color—will cover the | 
mechanical and scientific interests | 
of young people in the 12-to-21) 
age group. “How-to” features will | 
emphasize four-color illustrations. | 
Ad copy of one-fourth of a page 
and over will be in full color. 

Full pages run from $1,000 for | 
a single issue to $900 for four 
issues. | 

Michael H. Froelich, v.p. of Ziff- | 
Davis, has been named publisher | 
of Young Mechanic. | 


Leeds Joins Hart 

Herbert Leeds, formerly with 
Young Folks Book Club, has joined 
Hart Publishing Co., New York, 
as director of advertising, publicity 
and special sales, a new position. 


Crosley Names Gene Gold 

Gene Gold, formerly sales pro- 
motion manager of Crosley Dis- 
tributing Corp., New York, has 
been promoted to advertising and 
sales promotion manager. 


Yoder of C. H. Musselman Co., 
and M. E. Knouse of Knouse Foods 
Cooperative, also v.p.s; J. Pinck- 
ney Arthur of Shenandoah Valley 
Apple Cider & Vinegar Corp., 
secretary, and L. W. Brown of 
National Fruit Product Co., treas- 
urer. 

Four new active members of the 
institute are Bowman Apple Prod- 
ucts Co., Mt. Jackson, Va.; H. F. 
Byrd Inc., Berryville, Va.; A. H. 
Renehan & Son, Sykesville, Md., 
and Shenandoah Valley Apple 
Cider & Vinegar Corp., Winchester, 
Va. 

New associate members include 
American Can Co., New York; 
Anchor Hocking Glass Corp., New 
York; Muirson Label Co., New 
York; State Container Co., Bigler- 
ville, Pa.; Thatcher Glass Mfg. Co., 
Elmira, N. Y., and Tygart Valley 
Glass Co., Washington, Pa. 


Spool Cotton Promotes Evans 


Louis W. Evans has been named 
advertising and sales promotion 
manager of Spool Coton Co., dis- 
tributor of thread, yarns and zip- 
pers. He has been associated with 
the company for 14 years, before 
which he was advertising mana- 
ger of Kelly Springfield Tire Co. 
and Endicott Johnson Shoe Co. 


Sawyer. Davis Merge 

Ross Sawyer Advertising, and 
Davis & Co., both Los Angeles 
agencies, have merged and will 
operate as Davis & Co. The two 
principals are Ross L. Sawyer and 
Robert J. Davis. 


De Bouver Joins Garmise 


Gaston De Bouver, formerly 
with Standard Circulation Service, 
has joined Bert Garmise Asso- 
ciates, New York publishing con- 
sultant, as assistant newsstand 
sales manager. 
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Brown Clarifies Share-of-Market 
Figures in Brand Loyalty Series 


By Dr. George H. Brown 
Professor of Marketing, University 
of Chicago 

In the series of articles on brand 
loyalty appearing currently every 
other week in ADVERTISING AGE, 
considerable interest has attached 
to the tables showing share of mar- 
ket enjoyed by the various brands 
within the classifications studied. 

These tables on share-of-market 
are incidental to the basic profile 
of the buying habits of 100 con- 
sumers, but since they have cre- 
ated interest in themselves, it 
seems worth while to point out 
that these share-of-market per- 
centages apply only to the 100 fam- 
ilies selected for purposes of illus- 
trating the brand loyalty pattern. 
They do not apply to the market 
as_a whole. 

The reports appearing in ADVER- 
TISING AGE are based entirely on 


Discover the 


'100 families selected at random 
from a group of families who re- 
ported faithfully each week for 
52 weeks. While this type of sample 
is ideal for the study of brand loy- 
alty, the small number of families, 
plus the bias involved in select- 
ing only the faithful reporting 
families, does not permit the most 
accurate possible statement of the 
brand position in the market. 


8 For the benefit of those primar- 
ily interested in statistics on mar- 
ket position, the Chicago Tribune | 
has made available its bi-monthly | 
or quarterly findings, based on its 
balanced sample of 576 families. | 
These are shown herewith. 


and Woman’s Home Companion urges read 
booklet. Ads in 142 newspapers will also 


pleasures 


FEATURES BOOKLET—This color spread in October issues of Collier's, McCall's 


ers to ask for copies of a “Wine Selector’ 
make the same suggestion. This $400,000 


October push is handled for Wine Advisory Board by J. Walter Thompson Co. 


A comparison of these statistics | 
with those reported in the series | kee in the margarine table, Squibb 
points to occasional wide devia-|and Amm-i-dent in toothpaste, 
tions in reported brand position. | Gold Medal and Pillsbury in flour. 
Note particularly Nutley and Dur-;| It should also be stressed that 
|the purpose of the series which 


Share of Market by Brands 
ALL PURPOSE FLOUR | 


| AA is publishing is (1) to call at- 
tention to the problem of brand 
loyalty; (2) to suggest techniques 
for measuring brand loyalty; and 


(3) to point up the differences that 


may exist between products. Even | 


though these academic purposes 
are well served by the purchase 
profiles, any commercial use of 
the statistics should be undertaken 
with considerable caution in view 
of the size and nature of the 
sample. 


As Shown in Chicago Tribune As Shown | . 1 ‘ 1 2 
Panel of 576 Families in Profile D p t Opp t t W h g 
Jan Mar May Jul Sep Nov of 100 es 1 e or unis Ss, as In 
Feb Apr Jun Aug Oct Dec Families | . ” 
st ‘1st st sts |! Machine Makers See Bright Future 
Pillsbury 32.1 30.1 32.0 30.0 30.3 31.2 40.1 
Gold Medal 30.2 34.8 348 33.9 34.3 30.2 23.9 Mackinac Istanp, Micu., July! ironer,” F. M. Mitchell, president 
Ceresota 27.0 263 216 24.5 24.6 24.2 24.8 29-——“‘Adventurers, slickers, fly-by- of the association, told the meet- 
Sunnyfield 7.0 5.2 9.0 8.6 7.10 UL 6.7 nights and opportunists” are/ing. Mr. Mitchell is manager of 
Other 3.7 3.6 2.6 3.0 3.6 3.3 3.7 threatening the distribution of home laundry equipment sales for 
household appliances in the U.S.) tne Frigidaire division of General 
today, according to Roy A. Bradt, Motors Corp. 
COFFEE v.p. of the Maytag Co., Newton, la. In addition to a public relations 
As Shown in Chicago Tribune AsShown| Addressing the summer meeting | program being carried on in news- 
Panel of 576 Families in Profile | of the American Home Laundry | papers, radio, TV and magazines, 
Jan Mar May Jul Sep Nov of 100 | Manufacturers’ Assn. yesterday, | = 
Feb Apr Jun Aug Oct Dec Families) yr. Bradt singled out “discount 
"51 "51 "51 *S1 "51°51 51 | houses, order desks, contract- 
builders, employe sales plans, 
Hills Bros. 18.2 18.3 16.1 21.6 22.8 19.0 17.6 : — S Phar 
Eight O'Clock 123 15.6 13.0 148 15.1 142 10.7 ee Bn yp — 
A 16.7 8.5 8.1 13.6 8.0 : ae PS nal 
Manor House es 65 - - 5.g | just plain bootleggers” as the ene- 
— o. = 5.1 57 44 __ |mies of regular appliance dealer | 
‘ * 2 4 a - organizations. 
Chase & Sanborn 6.1 = 10.7 bes ned - = = “Conditions have reached the 
Royal Jewel 3.5 4.0 a 45 51 36 41 stage where a too-common saying 
Maxwell House 48 4.6 . $ % ¢ ‘ is that ‘only suckers pay the full - 
Top Taste 4.2 4.0 3.6 5.0 4.3 3.2 4.8 retail price,’” he said. “There | F. M. Mitchell Roy A. Bradt 
Other 28.4 28.6 31.7 25.3 278 30.7 would have been mo opportunity |she industry also is promoting ite 
for ney a bernie wegen yee | products through the annual Na- 
supplied for todays Cut-throa |tional Home Laundry Conference, 
ee the country’s reputable retail) yir Mitchell said. This has been 
As Shown in Chicago Tribune As Shown | .jes-and-service dealers in the|/held for editors, educators and 
gg oh eae = ee = N in Profile | first place,” he added. |home economists since 1947, and 
Jon — Se — mo wolhem /this year’s conference will be 
Feb Apr Jun Aug Oct Dec Families |, yr Bradt also blasted those ap- | staged in New York on Oct. 30 and 
"51 ‘St ‘sl "BL ‘sl 5h ‘51 | pliance manufacturers who “load | 3). 
hell out of the dealer.” Loading | 
Goes name "a3 143 159 18 rT) i28 109 of distributor and dealer stocks, in |/@ Sales of household washers, 
Parkay 16.4 8.7 6.4 9.2 68 112 19.8 {the hope that this will produce | dryers and ironers during 1951 
Delrich 5.9 13.1 8.6 7.0 134 101 2 sales, forces on Bae: amounted to more than 37% of 
Nutley 710 #174 #65 96 76 «889 12.7. |Some distributors into a distress | (Continued on Page 60) 
8.0 9.0 8.7 7.3 6.9 7.0 24 position, he pointed out. 
Bushes 5.1 3.1 2.4 3.9 5.3 4.5 6.4 “Thereupon the consumer says, | 
Saense 90 51 38 15 43 «44 5.9 | ‘Look at all the price reductions Meck Expands Spot Radio 
Stee Bennet 32 42 34 31 32 23 31 being advertised! Things will go into Full 15-Minute Shows 
a 3.7 5.6 44 28 3.1 23 22 lower. I'll wait and get it _ Meck Television Inc., Chicago 
Dandy L6 18 13 11 18 1? 06 | Cheaper.’ lretail chain store subsidiary of 
omega 71 1.6 62 14 1.6 peed “Wouldn't it be better if product | Scott Radio Laboratories, is doub- 
Other 7.0 2 : od zs promotion were not pushed into! ling its radio advertising in eight 
the ‘unloading stage’ and, instead, | a. Present a. “oe 
TOOTH PASTE everyone stood a good chance to) ira ipee local disk pose omen 
As Shown |™ake a profit operating in this) The’ commercials will offer free 
As Shown in Chicago Tribune in Profile | field? It should not be necessary | home demonstrations of TV sets 
Panel of 576 Families of 109 =| to point out that a distress market within an hour after the listener 
Jan.-Mar. Apr.-June July-Sept. Oct.-Dec.| Families Ste madee cla aeaee mene Pe aes sili. tite sae 
— — = — _ strated very clearly that success- | Monday through Saturday in most 
Colgate 41.6 40.9 37.1 35.4 36.3 | ful dealers give much better serv- prone ot in ee P ona 
Pepsodent 16.3 16.9 19.0 15.6 20.0 | ice to the consumer than retailers Rapids Kalemeaea. . Lantaettin 
Ipana 8.4 8.1 9.1 10.0 9.3 | who are not making both ends New York, Toledo and Washington. 
Craig Martin 1.8 2.5 1.1 1.7 5.1 | meet. The public always suffers Ross Roy Inc., Chicago, is the 
Squibb 1.3 2.3 2.1 11 4.8 | when manufacturers’ sales policies agency. 
Amm.-i-dent 7.6 10.1 9.4 10.2 4.2 are not well planned and consci- 
Craig Martin Amm. 2.6 3.2 4.2 28 3.1 entiously observed,” Mr. Bradt KMOX Appoints Curry 
Listerine 2.7 2.8 2.4 3.0 3.0 concluded. John T. Curry, formerly with the 
Walgreen Amm. 2.9 18 0.7 1.5 1.9 promotion department of WBBM, 
Chloresium Ll 0.4 1.6 1.8 1.8 The American Home Laundry Chicago, has been named sales pro- 
Rexall Milk of Mag. — — — 1.3 1.6 Manufacturers’ Assn. is engaged Motion, manager of KMOX, St. 
3 39 3.3 3.2 1.5 in “an increasing amount of pro- Louis CBS owned-and-operated 
Amurol 2.8 E S : . ms , oe ae station. The appointment is effec- 
Chlorodent — — _ 5.8 15 motional and publicity activity to tive Aug. 1. He succeeds C. W. 
Ammo-Rex 14 0.4 0.1 _ 1.1  _...further the acceptance of the poebler, who has been transferred 
All Others (12) 4.9 household washer, dryer and to WBBM. 


Music Dealers Say 
They're Tired of 
Low Profits on TV 


New York, July 29—Music deal- 
ers want more profit on television 
receivers. If they don’t get it they 
threaten to drop TV sets. 
| That was made clear here at a 
news conference during the 5lst 
annual convention of National 
Assn. of Music Merchants. Ray S. 
Erlandsen, president of the asso- 
ciation and head of San Antonio 
Music Co., told the conference that 
his company is not promoting TV 
sales. “We will not do so,” he de- 
clared, “unless more profits are 
forthcoming. I believe we will ge 
out of the TV business entirely,” 
he said, “and will concentrate more 

jintensively on radio-phonograph 
| sales.” 

Mr. Erlandsen’s company oper- 
jates the most important retail 
|}music chain in Texas. 

“Others througheut the country 
feel the same way as we do,” he 
said. “Merchandise has got to have 
a better margin. On TV set sales, 
|retailers get about 80% less than 
|normal margins in the music in- 
dustry.” 


\s Mr. Erlandsen recommended 
|that TV manufacturers adopt the 
| suggestion made recently by Mo 
Farr, president of National Ass 
|of Retail Appliance Dealers, tha’ 
|manufacturers produce only on 
|line of appliances and TV sets 
|year. This is contrary to industr 
| tradition which calls for a numbe 
of lines. 

“If necessary,” Mr. Erlandse 
declared, “manufacturers of TV re 
ceivers should sell directly to deal 
ers.” 

Despite their unfortunate exper 
ience with TV sets, he said, musi 
retailers generally are enjoying a 
increased dollar volume of sales o 
about 25% this year over a yea 
ago. 

Nearly 9,000 retailers are attend 
ing the convention which feature 
an exhibition by 250 manufactur 
ers of musical instruments, rec 
ords, radio and TV sets, and wir 
and tape recorders. 


Shortage of Cars 
Will Continue into 
First Part of 1953 


Detroit, July 30—Despite set- 
tlement of the prolonged steel 
strike, a seller’s market will pre- 
vail in most lines of automobiles 
until well past the first of the 
year, most industry officials be- 
lieve. 

In fact, it is expected that the 
industry will not return to normal 
production until after the intro- 
duction of new models in the fall 
and winter. 

Reason for the long delay, it 
was explained, is that the thou- 
sands of suppliers for the auto 
industry will be somewhat slower 
in getting back on production 
schedules and will cause a spotty 
and highly expensive situation. 


® Whether the increase in steel 
prices will be reflected in higher 
automobile listings isn’t known 
and the auto makers aren't saying, 
but most companies are believed 
to be ready to absorb the higher 
cost. 

This month the industry pro- 
duced only 210,000 cars and trucks. 
|For an industry that turned them 
out at that rate in a week in 1950, 
the comedown is appalling. 
| Some new models, beginning 
| with Hudson Motor Car Co.’s new 

light car, will be introduced this 
fall, but for most lines the preview 
date will be either late in the year 
or after Jan. 1. 

And until then few car pro- 
ducers will be able to make imme- 
i diate delivery. 
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Rate Talks End; CBS 
Affiliates Plan Meet 
Aug. 12 in Chicago 


Curcaco, July 31—Four weeks of 
discussion about rate cuts and 
other factors affecting the relations 
of CBS and its radio affiliates 
came to an end here Tuesday. 

However, the participants would 
not release news of the results to 
the press at this time. 

Following the almost continuous 
final session which began at 10 
a.m. and ended some time in the 
wee hours of Wednesday, George 
Storer, chairman of the affiliates 
committee, sent telegrams to the 
203 affiliates (including bonus sta- 
tions) calling a special meeting for 
Aug. 12 at 10 a.m. at the Conrad 
Hilton Hotel here. 

He said that the committee 
would give a report on its negotia- 
tions with CBS officials to the af- 
filiates at that time. 


“We assume the affiliates will 


take appropriate action based on 
the report,” he told reporters. 

He refused to comment on what 
action his committee would recom- 
mend at that meeting 

“But I will say that the events 
following that meeting should be 
very interesting,” he added. 


@ Members of the affiliates com- 
mittee present at the final discus- 
sion session were Mr. Storer, head 
of Storer Broadcasting Co.; Victor 
A. Sholis, WHAS, Louisville; John 
Patt, Goodwill Stations; John E. 
Fetzer, WKZO, Kalamazoo; I. R 
Lounsberry, WGR. Buffalo; Ken- 
yon Brown, KWFT, Wichita Falls, 
Tex.; Saul Hass, KIRO, Seattle; 
Ray Herndon, KTRH, Houston, and 
William B. Quarton, WMT, Cedar 
Rapids. Hulbert Taft, WKRC, Cin- 
cinati, did not attend. 

CBS representatives included 
Frank Stanton, president; Joseph 
H. Ream, executive v.p.; Richard 
S. Salant, v.p. and general execu- 
tive; Adrian Murphy, president of 
CBS Radio, and Herbert V. Aker- 


berg, station relations v.p. 

The talks began after the affili- 
ates and CBS officials had con- 
vened in New York at the begin- 
ning of this month to discuss re- 
ports that the network was set to 
institute further rate cuts as they 
did in July, 1951. 

At that time the affiliates pre- 
sented a resolution calling for CBS 
to rescind the previous reduction 
and to raise daytime rates (AA, 
July 7). 

Since then the affiliates commit- 
tee and CBS executives have been 
meeting regularly for one, two and 
three day sessions both here and 
in New York with no apparent 
success at settling the basic ques- 
tion of rates (AA, July 28). 


'B&B Makes 4 Exec Changes 


Henry O. Pattison Jr. and 
Charles Pooler have been named 
senior v.p.s of Benton & Bowles. 
Elected to the board of directors 
are Mr. Pooler, E. Esty Stowell 
and Walter Craig. Mr. Pattison is 
chairman of the plans board, and 
Mr. Pooler is marketing director. 
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"Say hello... that’s Daddy under all those orders he gets 
by advertising in the Des Moines Sunday Register.” 


And if we could show you Daddy's face under that deluge of 
orders, you'd see a smile as wide as the whole state of lowa! For 
the Des Moines Sunday Register coverage is as wide as a// of 
lowa, giving you in one great selling medium, a market of 22 
million people with a thumping 4312 billion dollar income. 

Forgive us if we pop a vest button or two, but the Des Moines 
Sunday Register coverage in 83 out of lowa’s 99 counties is an 
amazing 50% to complete saturation. In 9 counties more, it’s 40% 
to 49%; and in all other lowa counties, it tops 21% ...a phenom- 
enal statewide average of 2 out of 3 town and country families 
all over the state. 

lowa’s townspeople aggregate a better urban market than 
cities like Philadelphia, Boston or San Francisco, while lowa's 
farm income is the highest on earth. You reach the cream of both 
rural and urban with the Des Moines Sunday Register, and the 
milline rate is only $1.84. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1952 
Daily, 376,658—Sunday, 543,674 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Reoresented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 
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It looks like there’s going to be a general shuffle among the top ten 
media as magazine rate hikes are in the offing, and TV pulls ahead 


of radio in dollar advertising volume for the first time ... 


... Page 1 


Not to be outdone by the excitement and bombast everywhere evident 
during the recent political conventions, Illinois Bell Telephone Co. put 
on a good show of its own—with public relations the goal ....Page 1 

Agencies after government recruiting billings will have to win them 
without speculative presentations. Army and Air Force officials say 


they won’t have anything to do with them 


Effective Aug. 9, the Fur Products Labeling Act, with far-reaching ef- 
fects on advertising, is probably the forerunner of others which will 


restrict advertising in other fields 


Despite discount houses, transhippers and other “fly-by-nights,” home 
laundry manufacturers hear that there’s a vast sales potential to 


be developed 
Still in there pitching, CBS swears radio listening 


in a new booklet with sets-in-use figures ........... 


eh Ee Page 27 


Clyde Bedell takes a national ad to task to show that retail advertisers 


aren't the only ones who make poor use of expensive space 


. .Page 42 


It isn’t easy to start your own agency. Here's how 28-year-old Dave 


Mahoney “looks at it after almost a year in the struggle .. 


REGULAR FEATURES 


Advertising Market Place 
Coming Conventions 

Creative Man’s Corner 
Department Store Sales 

| Editorials 

Employe Relations 

Eye and Ear Department .... 
Getting Personal 

Information for Advertisers . .. 


Obituaries 


Rough Proofs 


Mail Order Clinic 


.. Page 54 


Photographic Review 
Production Tips 


Salesense in Advertising 

This Week in Washington .... 
Voice of the Advertiser 

What They're Saying 


Speed Products to Launch 
| School Drive for Staplers 


Lamb & Keen Boosts Wickas 
Frank E. Wickas, 


with the 


A cooperative newspaper cam- 
paign is being started this fall by 
Speed Products Co., Long Island 
City, to accelerate sales of Swing- 
line Tot 50 stapling machines for 
use in schools. 

Dealers will be supplied with 
newspaper mats highlighting the 
many uses of the midget stapler 
| for school and housework use. A 
trade paper drive announcing the 
campaign -will begin appearing 
during August. Norman D. Waters 
& Associates, New York, is the 
agency. 


agency's art staff for more than a 
year, has been promoted to associ- 
ate art director of Lamb & Keen, 
Philadelphia. Edward B. Scull, 
formerly a copywriter and account 
executive with Geare-Marston, 
Philadelphia, has joined the Lamb 
& Keen staff. 


Lloyd Chapman Resigns 

Lloyd G. Chapman has resigned 
from the KDKA sales department 
to become sales promotion man- 
ager of General Paper Corp., Pitts- 
burgh. 


AY something new 


eZ 


Ah 


ae hes boon added to 


WARWICK TYPE SERVICE 


It’s Warwick's sensational new process of setting type directly 
on film or paper! Headings. body copy, tabular matter... 
what have you... all set automatically and less expensively. 


There are many features in the Fotoset process that will save 
ou dollars and hours and mean sharper, clearer reproduction. 
Beaters that do away with paste-ups, cut out steps in plate- 
making, save you art time and speed service to clients and 
sales force. 
Only Warwick can give you Fotoset combined. with complete 
typographic service from creative typography to typesetting 
ready for the engraver or lithographer. Warwick serves clients 
in 32 states, Mexico and Puerto Rico. 
Write today for complete details on this invaluable aid to 
art directors and production men. Ask about Warwick’s new 
Fotoset! Write Department A2. 


WARWICK TYPOGRAPHERS 


_1POOt ee, 
> 


920 WASHINGTON AVE. ST. LOUIS 1, MO. 


... overnight by rail and air 
from nearly all U. S. 
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28th of a series 


1 
\ o 
SPORTS i 
' 62% of Herald Tribune 1 ( 
families have members who oy 
participate actively in " 
sports. Of those, G ARDENS 


32% play golf 
42% swim... 
37% fish... 


HOBBIES 


3 out of 4 Herald Tribune 
families have one or more 
hobbies; 34% of these go 
in for photography 


Herald Tribune families nae 
have 330,000 gardens 
on 


Se 
THEATRES 


Herald Tribune families attend 
the legitimate theatre 

2,900,000 times a year, 
and the movies nearly 

15,000,000 times 


BOOKS 


= 6,375,000 books a 
year are bought by 
Herald Tribune 
families 


RECORDS 


DINING 
OUT 55% of all Herald Tribune 
15,900,000 visits to families buy phonograph 


records... buy an 
average of 22 records 
a year 


restaurants are made 
every year by 
Herald Tribune families 


...People/who play are prime prospects. 


They lead the kind of lives that provide a keen, 

vital interest in every phase of better living 

... with the leisure hours and spending power 

to indulge that interest. In New York this Quality 
Market is the Herald Tribune—an audience that 
spends more money on fun and everything else 

/ ... families who want a lot, can afford a lot and buy 

a lot at all price levels. ..a market Five Billion 


Dollars BIG! Get all the details— now! 


NEW YORK 


Herald Tribune 


Statistical Source: Herald Tribune Continuing Home Study—uniquely 
complete analysis of a newspaper's audience. For further data, write to 
Herald Tribune Market Research Dept., 230 West 41st Street, New York 36,N.Y. 
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Detroit Papers Hike Price 
Detroit’s three daily and Sun- 
day papers have announced price 
increases effective in August be- 
cause of rising production costs 
They are the Free Press, News and 
Times. Effective Aug. 4, the price 
goes from 5¢ to 7¢ for daily edi- 
tions, or 40¢ for six issues de- 
livered at home. Sunday prices, 
on Aug. 10, will go to 20¢ from 15¢. 


Barlow to FC&B International 

Jordan Barlow, formerly public- 
ity account executive with Batten, 
Barton, Durstine & Osborn, has 
joined the public relaticns staff of 
Foote, Cone & Belding Internation- 
al. 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


Since seoze 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO . CENTRAL TOWER 


General Mills’ Miss Crocker Has Company 


as 


MINNEAPOLIS, July 29——-General 
Mills has embarked on a long- 
range campaign to make the char- 
acter, Steve Carter, “the Betty 
Crocker of the formula feed busi- 
ness.” 

Steve Carter first appeared two 
years ago as the personification 
of the service rendered by those 
who develop, manufacture and sell 
Larro feeds. Gradually, General 
Mills stepped up the use of Steve 
Carter and now George S. Barnes, 
flour and feed advertising man- 
ager, says: “We expect to 
devote years to expanding him as 
a service personality.” 

Steve Carter will take the role 
of an experienced awmimal breeder 
and will report on the work of the 
Larro organization, particularly its 
research farm. His references to 
Larro products will be low-key. 


GM Feed Division Builds Carter Name 


Special precautions also will be 
taken against offering veterinarian 
service in Steve Carter’s name. 
Media now scheduled for Steve 
Carter include radio, magazines 
and direct materials to feeders. 


Nielsen Promotes 4 to V. P. 

A. C. Nielsen Co. has promoted 
four men to v.p. They are Warren 
J. Cousins, Burton V. LeVee, Rob- 
ert M. Lindsey and Carl J. Weber. 
All four are service executives and 
will continue to handie accounts in 
the food-drug division. Mr. LeVee 
and Mr. Cousins are in the New 
York office, Mr. Weber in Chicago, 
and Mr. Lindsey in San Francisco. 


Gibraltar Gets Zip-er Corp. 

Gibraltar Advertising, New 
York, has been appointed to han- 
dle advertising for Safety Zip-er 
Corp., maker of a newly developed 
zipper slider. 


'‘Presbyterian Lite’ Moves, 
Raises Circulation Rates 
Presbyterian Life has moved to 
130 S. Juniper St., Philadelphia 7. 
The magazine announces a new 
rate increase, effective Sept. 20. 
The one-time, one-page rate, now 
$736, will be $990. Other rates in- 
crease proportionately. The av- 
erage net paid circulation has in- 
creased from 350,000 to 450,000. 


Pennsy Refining Names Two 

Pennsylvania Refining Co., 
Cleveland, has promoted Joseph H. 
Hughey to marketing manager of 
the Ohio division and Frank A. 
Good to division sales manager. 
Mr. Hughey has been with the 
company since 1945 and Mr. Good 
since 1941. 


Kem Playing Cards to Zlowe 


Kem Plastic Playing Cards Inc., 
New York, has appointed Zlowe 
Co., New York, to direct advertis- 
ing and merchandising. Initial em- 
phasis will be on merchandising. 
Kem had no previous agency. 


oO Summer Fare 
. 25 Light Reading 
a3) Progressive Move 


(4) Triple Play 


@ Ten network shows sponsored by BBDO clients are 
staying on the air right through the summer. New shows 
joining them include Information Please with wise men 
Adams, Fadiman and Kieran (above), its TV debut spon: 
sored by General Electric; American Tobacco’s Your Lucky 
Clue on TV, The F. B. 1. in Peace and War and Assignment: 
Van Hunt on radio; Rexall’s Doris Day Show, on radio. 


we yeas weve qraenee 
ort asour site cams 


,sor™ 


@ How well this campaign is succeeding in making 
Continental Can Company known as a forward-looking, 
progressive concern is revealed by comparison of 1951 and 
1952 studies made by two magazines. In one year, 16% 
more Fortune and 10% more Business Week readers have 
come to think of Continental as first in packaging. No 
other packaging firm improved its position as much as 2“. 


| 


(2) Facts, not claims, have the floor in this new con- 
sumer campaign that takes General Electric fluorescent 


lamps apart feature by feature. 


To give the facts every 


chance to speak for themselves, the direct, simple copy by 
BBDO Cleveland stays unobtrusively in the background. 


It works—as readership reports, 


field reports and a good 


deal of favorable talk in the trade press all bear out. 


ome y 


QSomething different in public-utility advertising 


Consolidated 


Is 


Edison’s current photo-caption series. 


Three human-interest advertisements are spotted on one 
page to build page traffic and hike impact. About twice the 
number of people who read the average advertisement in 
New York newspapers read these stories about low-cost 
electricity and the human aspects of a big utility company. 


BATTEN, BARTON, DURSTINE & OSBORN, 


sewyome + 


BOSTON + 


BUFFALO + CHICAGO * CLEVELAND + PITTsBURCH 


INC. 


* MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD + 


Advertising 


LOS ANGELES + DETROIT 


Advertising Age, August 4, 1953 


Calvert Marshals 
Tax Complaints for 
Yale Alcohol Study 


New Haven, July 29—When a 
bushel of corn costing $2.09 is dis- 
tilled into whisky it yields $60.20 
in taxes to federal and state gov- 
ernments. 

That is what Walter F. Terry, 
v.p. of Calvert Distillers Corp., told 
a session of the summer school of 
alcohol studies at Yale University. 

One bushel of corn when dis- 
tilled into whisky, he said, yields 
an income of $81.05. From the five 
gallons of whisky produced the 
federal government collects $52.50 
in taxes, and state governments 
collect $7.70. Dealers also pay local 
license fees, he pointed out, as 
well as other income and business 
taxes. 

Because federal, state and local 
| taxes overlap, and the federal ex- 
| cise tax is so high, he said, liquor 
consumption has declined. As a 
result, tax collections also have 
dropped, he said. 


s “Today,” Mr. Terry said, “the 
consumer is spending only 18% 
of his disposable income for legal 
liquor in contrast to the 2.2% that 
he spent in the prewar period from 
1930 to 1941.” 

Mr. Terry urged a reduction in 
the $10.50 a gallon federal tax rate 
on whisky to $6.00 a gallon. 

Discussing some of the eco- 
nomic aspects of the distilling in- 
dustry, Mr. Terry pointed out that 
there are more than 185,000 legal- 
ized outlets selling whisky with 
an average of four persons em- 
ployed in each. Another 180,000 
drug and grocery stores sell wine 
and beer. Over 1,200,000 people, 
he said, make their livelihood from 
the industry, and the annual pay- 
roll, he said, is about $5 billion. 


Three Milford Papers Merge, 
Join Connecticut Chain 


J. Edward DeCourcy, editor of 
the Citizen, Milford, Conn., has an- 
nounced the purchase of the Mil- 
ford News and Milford Chronicle. 
The three will be merged into a 
single weekly newspaper, with the 
initial issue slated for Aug. 21. 
Simultaneously with the merger, 
the Citizen will become affiliated 
with Fairfield County Publications 
Inc., publisher of the Fairfield 
News, Westport Town Crier and 
Stratford News. Arthur W. Pearce 
|is president of the company. 
Jolkn W. Franks, publisher of the 
Milford Citizen, will retire from 
the newspaper field. John W. 
Franks, publisher of the Milford 
| News, will return to sales work in 
| Pennsylvania. James C. Sullivan, 
editor and publisher of the Mil- 
ford Chronicle, will devote all his 
efforts to the West Haven Town 
Crier, of which he is editor and 
| publisher. 


Cuba Plans to Lure Tourists 
with Renovated Isle of Pines 


Cuba plans an intensified pro- 
motion and all-out exploitation 
campaign to lure the American 
tourist to Cuba this year, accord- 
| ing to President Fulgencia Batista. 
Chief emphasis is being placed on 
the Isle of Pines, a resort 60 miles 
south of Cuba, once the property 
of the U.S., which the Cuban gov- 
ernment is rehabilitating. 

The island was given to Cuba 
| by the U.S. after the turn of the 
|century with the expectation that 
it would be developed into a play- 
ground as a tourist attraction. 
Plans made for this purpose in the 
late "30s and early °40s under 
President Batista’s earlier regime 
were dropped when a change in 
administration occurred. They are 
now being put into action. 


CREEN PROCESSED, 25 to 300... 
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HOW MAGAZINE ADVERTISERS CAN 
MAKE THEIR DOLLARS WORK HARDER 


The New 1952 National Study of Magazine Audiences demonstrates 
most efficient way to reach best prospects at lowest possible cost. 


The most comprehensive magazine audience study yet undertaken 
now provides the first comparative data on nine major magazines 


... LOOK, Life, Post, Collier’s, Good Housekeeping, Ladies’ 


Home Journal, McCall’s, Woman’s Home Companion and Better 
Homes & Gardens. The data relates to readers of both sexes of 


those magazines edited with dual appeal and only to the female 
readers of the women’s service magazines. 

Conducted by Crossley, Inc., noted research organization, and 
sponsored by LOOK, the study reveals, for the first time, precise 


CASE NO. 1 
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Make YOUR magazine ad dollars work harder 


facts on magazine readers ... and reader duplication. It shows not 
only the exact amount of duplication to be found in the total audi- 
ences—it also classifies the duplication among your various sales 
prospects—by such factors as age, sex, income, occupation, home 
ownership, etc. 

Through this data and through a series of cross tabulations, the 
advertiser can readily determine which magazine or combination 
of magazines will give him the broadest coverage of his best pros- 
pects with maximum efficiency and lowest cost. 


Actual Cases 
Show Stepped-Up Efficiency 
of Advertisers’ Dollars 
Cas 
E No 2 


In working up your next magazine 
schedule, the data now available from 
the new National Study of Magazine 
Audiences may help you achieve far 
greater efficiency and economy in 
reaching your best prospects. 

The principal findings of the study 
have been published in a Working 
Manual especially arranged for con- 
venient use by buyers of advertising. 

All of the data from the study is 
available on punched tabulation cards. 


LOOK will be happy to make any 
tabulations that may have special mar- 
keting value for you—quickly and at 
cost. 4 P 

In today’s economy all ad dollars 
must work harder. It will pay you to 
consult your LOOK salesman about 
this important new data and the spe- 
cial tabulations. Or write LOOK, 
Research Department, 488 Madison 
Avenue, New York City. 
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GARONER COWLES, EDITOR 
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The Salt Lake City Tribune and 


Salt Lake Papers Hike Rate ‘Despite Opposition from Anti-Fair Traders, | ‘"** imivstices suffered by the ma- 


jority cannot continue to live be- 
a 


Telegram are raising their home New Orleans Congressman Is Renominated fore the powerful influence of 


delivered subscription rates, due 
to “increased costs for newsprint, New Or.eans, July 30—A con- 
labor and materials, and neWS gressional election primary held 
gathering and feature services.” yesterday resulted in the renomi- 
The daily and Sunday Tribune nation of Rep. F. Edward Hebert 
rate is up to $1.85; daily Telegram —— a. ie ees ii Main, te 
and Sunday Tribune, up to $1.85, @* the Wemocratic candids sab 
and daily Telegram only, $1.50. the office he now holds, despite 
the efforts of John Schwegmann, 
Monsanto Names Trotter unrelenting opponent of the Fair 
Jonn B. Trotter has been ap- Trade Law, to defeat him 
pointed manager of Aroclor and In a lively pre-election exchange 
special! chemicals sales for the of open letters (in the form of 
phosphate division of Monsanto paid advertisements in the Times- 
Chemical Co., St. Louis Picayune), Mr. Schwegmann, op- 
——~ erator of a supermarket in New 
Orleans and one in adjoining Jef- 


’ 
Don t hurry... tobe quick ferson parish (county), attacked 


THE “KNOW-HOW” Gives you Congressman Hebert’s stand on the 
A BETTER JOB FASTER! law 


Seeeeeeseeeeeeeeeces ay > > 2 @ ” 
Prone MOdows Our ex perience in setting better The day before the election the 


4-6134 mail order ads offers youthis— merchant ran a 3x19" ad re- 
triste yours on request. producing a letter to the congress- 
TAY PW etter fe Tyepesarees man sent by Gus Blancand of the 


free press.” 
Consumers League of Louisiana, The following morning (election 
in which Rep. Hebert is charged day) the newspaper ran a 3x16” 
as follows: paid ad by Rep. Hebert in which 
he replied to Schwegmann by re- 

# “You deserve the stigma—unfair printing a letter he sent to Mr. 
to consumers—(the common peo- Blancand in which the congress- 
ple you pretend to represent) but man charged “distortion, misrep- 
whom you deserted.” resentation and ‘below the belt’ 

Below the printed letter Schweg- diatribe.” 
mann advertised some of the items 
he sells at bargain prices, such as Barrett Joins Hal Winter Co. 
Squibb’s Theragran capsules—a| June Barrett, formerly with the 
bottle of 100 for $7.56 (regular display advertising department of 
price $9.45). the Miami News, has joined Hal 

On the same day, the Times-Pica- Winter Co., Miami Beach news- 
yune ran a letter to the editor by paper representative. 
Schwegmann himself in which he 
stated: “Our hope for eventual Lindel] Named Sales Manager 
freedom from price-fixing and J. R. Lindell has been named 
other socialistic trends is alive to- sales manager of the King Midas | 
day principally because the history feed mills division of Van Dusen 
of this great country has proven Harrington Co., Minneapolis. 


PAUL PIERCE 
Famed News 


Commentator 


Hot news! Latest happenings the world over 
are filmed and microwaved to Los Angeles 
24 hours in advance of any competitive news 
services. That’s what millions of people in 
the teeming Los Angeles area now view every 
week night on “11th Hour News.” 
NBC’s vast local, national and international 
camera coverage is relayed almost instantly to 
KNBH by microwave. In addition, 3 full-time 
NBC cameramen cover Southern California. 
Never before has Los Angeles experienced 
such up-to-the-minute news coverage via TV. 


_KNBH LAUNCHES FINEST 
TV NEWS TELECAST 
IN LOS ANGELES... 
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The hundreds of thousands of TV set owners 
in this booming market can now see today’s 
news today! 

“11th Hour News” is produced by Roy Neal, 
nationally known news editor. It is narrated by 
famed news commentator, Paul Pierce. 

FOR IMMEDIATE SALE! This exciting, 
newsworthy TV show is open for sponsor- 
ship: 11 to | 1:15 p.m., Monday thru Friday, 
at very reaso. able rates. For complete details 
contact KNBIi, Hollywood, or your nearest 
NBC Spot Sales Office. 


AMERICA’S 2ND LARGEST TV MARKET 


Life Span’ of 
Magazines Told 
by Marketscope 


(Continued from Page 1) 

“In interpreting the tables, it 
must be remembered that the fig- 
ures refer to the various issues in 
the home during the month of 
June; therefore we find that 0.4% 
of the magazine homes had the 
January issue of Magazine X ac- 
cessible; 1.1% had the February 
issue; 0.7% had the March issue, 
etc., during June. 

“Assume that both magazines 
are similar in audience coverage, 
and that in circulation, cost of ad- 
vertising and audience character- 
stics, both are identical from the 
point of view of the advertiser. In 
analyzing the tables, we find con- 
| clusive evidence that, in selecting 
| Magazine X, an advertiser would 
| be making the wiser choice, for his 
advertisement would have a 
| greater chance of remaining in the 
| home over a longer period of time 
and of receiving more exposures.” 


8 In the table, “life span” means 
percentage of magazine homes 
having each issue during the sur- 
vey month. Cumulative life span 
is the aggregate of the percentage 
of magazine homes having each 
issue during the survey month. Per 
cent per $1,000 is the percentage 


_ of life span per thousand adver- 


tising dollars spent; arrived at by 
| dividing cumulative life span by 
| cost per full page b&w ad. 

“Exposed” is the percentage of 
magazine homes that were exposed 
to each issue during any one week 
of the survey month. Cumulative 
exposed is the total of “% Exposed 
Per Week” to each issue. Per cent 
per $1,000 is the percentage of 
cumulative exposed per thousand 
advertising dollars; it is arrived at 
by dividing cumulative exposed by 
cost per full b&w page ad. 


® Marketscope says its semi-an- 
nual report will measure life span 
| through physical audits of maga- 
|zine issues actually accessible in 
the home. Life span measurement 
| will be based on what the in- 
| vestigator actually sees. 
| Exposure measurement will be 
|obtained by showing respondents 
the table of contents of each ac- 
cessible issue of the magazines 
{found in the homes and asking: 
“Have you seen any part of this 
magazine, excluding the cover, 
| since last Saturday?” 

Interviewing will be conducted 
each Saturday during the survey 
month, thus the percentage ex- 
posed will be based upon aided re- 
call for a period of one week. 

In selecting survey cities, the 
U.S. will be divided into nine 
areas. “Cities in each area will be 
selected so that the sample will 
not be weighted in favor of any 
} one publication.”” Within cities, in- 
terviewing will be conducted on a 
probability basis. Each year the 
survey will start a month later so 
that seasonal variations for each 
publication can be evaluated. 


RCA Six-Month Sales Up 


Radio Corp. of America, New 
York, set an alltime high for sales 
of products and services during 
the first six months of 1952. A vol- 
ume of $205,838,000 exceeded last 
year’s peak by $3,505,000. Net 
earnings for the period were $11,- 
300,000, compared with $15,703,000 
for the 1951 period. After payment 
of preferred dividends this rep- 
resents common stock earnings of 
70¢ per share, compared with $1.02 
per share in the first half of 1951. 


Chase Direct Mail Moves 

The plant and offices of Chase 
Direct Mail Service Corp., New 
York, have been moved to 12 E 
46th St. 
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NOW IT’S MORE THAN 


9-2 0O00.000.0 


With their expenditures in the Chicago Tribune 
averaging better than one million dollars 
a week for the past 12 months, 
advertisers make plain what they are getting 
out of the Chicago Tribune market 


DVERTISERS during the twelve months ended June 
A 30, 1952, spent more than $53,000,000.00 to place 
their messages before the Chicago Tribune audience. 

Consider the size of the audience and the buying power 
required to make an expenditure of this size pay off. 
Consider that this expenditure represents the judgment 
of those spending less than $100 a year and of those 
spending almost $2,000,000.00 a year in the Chicago 
Tribune. 

Then take note that regardless of what they may spend 
individually, those who spend the bulk of this $53,000,- 
000.00 are on the job checking results day after day, 


week after week. 


New York City 


Chicago 
ADVERTISING SALES A. W. Dreier 
1333 Tribune Tower 220 E. 42nd St. 


REPRESENTATIVES: 


Detroit San Francisco 
E. P. Struhsacker W. E. Bates 
Penobscot Bidg. 155 Montgomery St. 


No matter what income group or groups they sell to, 
the closer the advertiser is to his customers, the stronger 
is his conviction that the Chicago Tribune reaches them 
with greatest economy and effectiveness. 

Fifty-three million dollars is important testimony that 
money put into the Tribune is an investment that pays 
important dividends. It is the more impressive when you 
consider that is is far more than is spent in any other ad- 
vertising medium to sell goods and services in the Chi- 
cago market. 

For your full share of Chicago’s high level of buying, 
ask a Chicago Tribune representative to help you draw 


up a schedule. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1127 Wilshire Blvd. 
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You are looking at a cybernetic automaton. 
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Okay, a mechanical man. 
It walks. It talks. It can even cook or do arithmetic. 


But can it reproduce itself? Nope. Even science knows science 
can't do everything. 


eas 


And somehow, this brings up the subject of surveys . . . 
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| have babies? 


mass coverage of business management wae 


A survey (publication species, that is) is a device designed to make 
media selection scientific. 


If all the people answered, or even more people answered than 
didn't answer, and if they all said the same things to the same ques- 
tions every time, and if there weren't lots of unmeasurables like 
newsstand display and weekly vs. monthly frequency, and .. . oh, 
well, now there would be a survey. 


Thank your lucky stars it will never happen! If it ever did a lot of 
nice people we know would be out of work. After all, who would 
need their long experience, their skill at interpreting values, their 
sound judgment? 


Maybe three fire chiefs and a siren spinner selected NB as their 
favorite magazine at Atlantic City last year. So what? In a survey 
we think really shows something, 800,000 businessmen out of 2% 
million we talked to personally in the past 3 years voted us tops 
and paid us $18 to subscribe to Nation's Business. 


And then, just to show us they weren't taken in by our winning smile 
and big city ways, almost two out of every three of them renewed 
their subscriptions for $18 more. 


800,000 businessman readers times a 12-page NB schedule means 
9,600,000 sales impressions smack in front of the richest mass market 
in America. What general business or news magazine can give you 
more? Nation's Business, Washington 6, D. C. 


NATION'S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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General Foods Reveals Ad Costs 


There is a great deal of food for thought for all advertising 
men in the step taken by General Foods Corp. in revealing its total 
advertising costs to stockholders. 

Although Apvertistnc AGE and other sources regularly print fig- 

es on the “measurable” advertising expenditures of important 
| s: sers, the figures are never completely accurate, and certainly 

are never complete. Usually they cover only expenditures in 
aa magazines, network radio and TV, which are relatively 
@a@y to measure. They seldom include figures for spot radio or TV, 
for outdoor, direct mail, premiums, contest promotions, merchandis- 
ing promotions, business publications, etc. 

As « consequence, the published figures are usually considerably 
sr than the actual In the case of General Foods, the 
lished figure for 1951 was $27,682,000, whereas the actual figure 
rted to stockholders was $43,500,000. The latter figure included 
yice expenses of advertising agencies, sampling operations, and 
spécia! inducements to consumers, etc.,”” none of which are included 


if published figures 

7... is food for thought for all advertisers, first, in the fact 
that General Foods has made the figure public. No one else, so far 
ag We know, has done so, but it is our hope that others will. 

There is food for thought also in the fact that this figure represents 
6.9% of net sales, whereas in 1940 the expenditure totaled 10.6% of 
salés. And certainly there is food for thought in the corollary figures 
on felling expense—7.1% of sales in 1940, and only 4.8% in 1951. 

if is our a belief which apparently is shared by General 
Fod@is—-that public disclosure of facts about which there is likely 
ta Be some controversy is good public relations. There is little likeli- 
food that either stockholders or any segment of the public will raise 
a fuss about the expenditure of $43,500,000 in advertising and pro- 
motion to make sales of $532,800,000, when total selling 
cost (direct selling and advertising) totaled only about 11.5% 

This is a really remarkable figure, It can be matched or approxi- 
mated by many other businesses, however. And if a sufficient num- 
of businesses decide to follow the GF lead and make their data 
public, we suspect that all advertising will thereby become more 
generally accepted as a natural and normal cost of business opera- 


lo figures. 


belief 


especially 
of sales. 


ber 


tion. 


Pity the Poor Buyer 

The news from all over is that new car dealers are once again 
in a seller’s market, with all or nearly all brands of new cars diffi- 
cult to get. 

Automobile dealers and automobile factories will presumably wel- 
come this state of affairs. Any number of ordinary Joes who merely 
buy and pay for automobiles will not. A lot of these ordinary Joes 
were hopefully waiting for automobile salesmanship to become evi- 
dent in the retail showrooms once again. And now they'll probably 
have to wait a year or more longer. 

Some of them may never see the time when a visitor to a show- 
room gets more than the most perfunctory attention from a “sales- 
man” who is obviously working on some higher level, and has little 
time to devote to the guy who merely wants to buy one car, without 
24-carat gold inlays and a collapsible air conditioning system hid- 
den in the gadget that looks like a clock but doesn’t keep time. 
old timers here and there who remember, 
couple of min- 


There are even a few 
way back in the distant past, a salesman who took a 
utes to call them on the phone once in a while to tell them he had some 
snazzy new models he'd like them to look at. 

Golly, that used to make a fellow feel good, even if he hadn't paid 
ff for the last car yet. 


BEST 


IN 
“EleviSlon 


—Electrical Merchandising 


“| covet that set.” 


What They're Saying 


| agement of the specific and limited 
time available to the individual 
manager. 


Competition and Prices 

It is recognized that aggressive 
competition may result in a virtual 
identity of prices. It is also sug- 
gested that an unlawful price con- 
spiracy will achieve price identity. 
Yet the committee will discover 
that a considerable part of the 
present uncertainty flows from the 
| insistence of government and par-| tasks reserved for himself. And 
ticularly administrative officials | it requires deliberate delegation of 
in assuming that where substantial everything else to others in the 
price identity is found there must 
have been a conspiracy in fact. 

This is sometimes put in terms, Pattern. . 
of saying that where competitors | Only thus can he surely organize | 
sell at about the same prices the | himself to reverse this destructive 
result is the same as though there | trend of early mortality for busi- 
had been a conspiracy and that|ness executives and to meet the 
true challenge of professional 
management with which he must 
| cope. 
—Ralph Cordiner, president, General 
Electric Co., before the management 


conterence of the American Manage- 
ment Assn. in New York. 


to devote to doing it while still 
leaving proper hours for his fam- 
ily, for recreation and for rest, 
requires conscious selection of the 


of his well designed organization | 


there must be some illegality. 
Any such theory is not only a 
calumny on American business, it 
is also a conclusion contrary to! 
fact. It assumes without realism | 
that the lower price level produced | 
| by competition would be identical 


with the higher price level pro-| : 4 ; 
e ’ P It is through the collection, in- 
duced by collusion. 
a |terpretation, and dissemination of 
No one can assiume—the lawyers | 
ae jtechnical information and data to 
prefer to say infer—that the com- 
<a : sa . the technicians of this country in 
petitive hammering of prices to a Poe I Ngee 
agar: ninaoy | the editorial and advertising pages 
common level betokens conspiracy 2 
: ee am... of our business press that our tech- 
instead of competition, any sa leet te b con teal 4 
| than the fact that most men wear ee ae an me - rm 
collars and ties is the basis for a ‘lead i net ony peeps 
proper inference that they have a ware woe See, we nee 
conspired to do so |achievements. This has contributed 
“ , : jmore to the industrial advance- 
The lawful co: | : 
a — }ment of this country and our in- 
ness man may | ? 
dustrial might than any other one 


A Strong Business Press 


iuct of one busi- 
made unlawful 


by the independent acts of his < ‘ 
competitors over whom he has no single force. It has been responsi- 
control. This is »o more realistic | ble for keeping alive this last dem- 


) of the citizens 
re either right- 


than to say that 
of one communit: 
eous or criminal, (epending upon 
what people in other towns in the 
same state might co 


for improving our living and 
working conditions to a_ point 
where we have the highest living 
standards that any country in the 


So the work of the manager in| you,” 
the hours which he should be able} 


} 


| 


a 


Ez 


| 


ocratic stronghold in the world and | 


_From a statement, “Freedom to WOrld has ever attained. Only 
Compete,” by John M. Hancock, part- through the continuation of < 

ner in Lehman Br . New York, made & m — a 
before Senate trade policies commit- strong business press that will | 
tee, Nov. 9, 1948, recently re-issued by 


keep our technicians constantly in- 
formed and inspired can we con- 
tinue to grow and expand, and 
reach new peaks of economic ex- 
pansion and improved living stand- 
ards. 
—Philip H. Hubbard, president, Rein- 
hold Publishing Corp., speaking at the 
fourth annual Ohio Valley Industrial 
Advertising Conference, Cincinnati, 
May 


Foundation for Economic Education. 


Let's Get Organized 

Worry is a realization of inade- 
quacy, which in itself a by- 
product of lack of time to think 
through confidently to sound ob- 
jectives and a good plan. Hurry 
is a parallel evidence of misman-_| 


is 


Advertising Age, August 4, 1952 


Rough Proofs 


After listening to political ora- 
tors at the national conventions, 
the public may not be so ready to 
accuse advertisers of gross ex- 
aggeration. 

ae 


President Truman says the press 
is against him because it is con- 
trolled by big business through its 
advertising. 

Media reps agree this consider- 
ation doesn’t always persuade the 

| space buyer. 
a 


Encouraged by one of the hottest 
summers on record, the Frank H. 
Lee Co. is planning a big straw 
|hat promotion for 1953. All they 
| need is the same fine cooperation 
| next year from Old Sol. 

| 
. 


Creators of new merchandising 
centers outside of congested areas 
and with plenty of parking space 
have come up with the novel idea 
that shopping can be made a 
| pleasure. 

e 


Even women, whose tribal mores 
demand careful attention to sales, 
are beginning to rebel against con- 
ditions which demand the fire 

power of a Los Angeles Rams full- 
| back. 
e 


Americans must appreciate the 
|sentiment, “I get a kick out of 
since sales of hard liquor are 
increasing much faster than those 
of beer and wine. 

. 


Lever Bros. are trying to make 
oleomargarine socially acceptable 
to readers of The New Yorker, 
whom other people, it says here, 


organization within the framework | #7 VeTy likely to copy. 


V’s no threat, report by MAB 
ures members,” the headline 
ys. 
"it's okay now, boys, just sit back 
and relax. 
* 


An agency addresses a mes- 
sage to “a copywriter who wants 
to come to Boston.” 

Does the job promise better 
security than that of manager of 
the Braves or Red Sox? 


Proving that it is the party of 
the downtrodden masses who own 
television receivers, the national 
administration is taking legal ac- 
tion to retire those outdated old 
movies and bring some current re- 
leases to their screens. 


e 
You don’t have to use a lot of 


big words to get the warm pulse 
of human interest into your copy. 


Fr instance, this ad from the 
New York newspapers: 
“Tommy Manville Jr. is no 


longer responsible for any bills in- 
curred by his ninth wife.” 
+ 
“Don't be ashamed of your pro- 
fession, British admen told.” 
Just remember that even the 


| BBC is considering accepting com- 


mercials. 
a 
“Saks Cracks Flaks,” headlines 
the world’s greatest advertising 


journal. 
There’s a Variety agent in the 
house. 
Copy Cus. 
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DELAWARE VALLEY, U.S.A. 


— the Greater Philadelphia Market! 


FROM TRENTON TO WILMINGTON ALREADY THE WORLD'S GREATEST 
...centered around booming Phila- INDUSTRIAL AREA, the Delaware 


, “ofl Seis 
delphia... you'll find the Delaware MN L . _ Walley focuses on the future, builds for / /“gg9@/235 


Valley. Second center of shipping and & the future. By 1955, wellover$2billion “7 


THE INQUIRER, first and foremost 
constructive force throughout the 
Delaware Valley, constantly encour- 
yp ages and promotes Valley progress. 


commerce in the United States, this =! will have been spent on postwar con- &e As an advocate for both people and 
region bustles with more diversified struction in the Delaware Valley. More industry in this whole area, there’s no 
industrial activity than any other in people, more income, more sales ahead! topping THE INQUIRER’S influence. 
the world. 


Now in its 19*h 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! . 


The Philadelphia Pnguirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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§ The Winner:"Oueen-Size 


And Advertisers, in New Audience Study sponsored by LOOK, 
Find it Unmatched in Dollar Efficiency 


In six national surveys, dating back to 1942, the audiences In these six studies, made over a decade, by two highly ac- 


of the four women’s service magazines have been measured __ cepted research organizations, a total of 61,101 women and 


by Elmo Roper and Crossley, Inc. teen-age females have been interviewed. Here are the results: 


| 


Study Made in i Study Made in Study Made in 
1944 1949 1952 
by Elmo Roper by Crossley, Inc. by Crossley, Inc. 
for Good Housekeeping i for Look Magazine for Look Magazine 
Total Female 
Interviews 12,194 Females 12,249 Females 6,572 Females 6,037 Females 
61,101 


Readers Readers Readers 
Per Copy Audience Per Copy Audience Audience Per Copy Audience 
10,650,000 


10,850,000 3.3 8,600,000 3.1 . 9,971,000 3.3 
12,200,000 2.4 9,350,000 2.4 . 11,138,000 2.6 10,950,000 
9,950,000 2.4 7,850,000 2.5 , 9,002,000 2.7 10,600,000 


7,150,000 Ki 9,500,000 1.7 6,000,000 2.1 8,768,000 2.3 9,550,000 


In every case GOOD HOUSEKEEPING, the “Queen-Size” Sixty thousand women can’t be wrong. They give 


their votes to GOOD HOUSEKEEPING because GOOD 


book, has shown that it has more readers per copy than 
HOUSEKEEPING has more value to give them. 


any magazine in its field. 
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And the other side of the picture? It is simply this: In KEEPING out in front of the service magazines with 
the new Crossley, Inc. survey just released by Look, the most “Readers Per Dollar.” Here is the overall 
every tabulation in the study shows GOOD HOUSE- __ rating: . 


Females 10 Years of Age and Over 


COVERAGE AUDIENCE READERS PER DOLLAR* 
Good Housekeeping 17.2 10,650,000 1,253 
Ladies’ Home Journal 17.7 10,950,000 811 
McCall’s 17.1 10,600,000 848 
Woman’s Home Companion 15.4 9,550,000 741 


*Based on black & white page rates 


Women prefer GOOD HOUSEKEEPING. Adver- _ times as much as all other magazines in the women’s 
| tisers find it their most efficient media, dollar for field, combined. 
A dollar. Retailers support GOOD HOUSEKEEPING Doesn't it all prove that GOOD HOUSEKEEPING 
advertisements with more than twice as much local _ is today’s best buy for you? 


: newspaper advertising than they give to Life; eight 


GOOD MOUSEAEEPING 


Lon 10, 650,000 


he ant THE HOMEMAKERS’ BUREAU OF STANDARDS -979%4,000- 
toy 57th Street at 8th Avenue, New York 19,N.Y. readership 
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Twice as many 
with double 


the median income! 
3333 


1951 
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This chart tells the story of the steady growth of 
The Elks Magazine audience which has doubled 


its subscribers in 10 years. 


Significance is added to such progress when you 
know that Elks’ incomes are double the national 
median. This assures a growing class income 
market at mass advertising rates. 
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Shoe Industry to Promote 
Two Seasonal Openings 
Beginning next year, the promo- 
tional activities of the shoe indus- 
try will be concentrated on two sea- 
sonal openings: March 1 and Sept. 
1, according to plans of the Na- 
tional Shoe Institute, public rela- 
tions arm of the National Shoe Re- 
tailers Assn. and the National Shoe 
Manufacturers Assn. 

The seasonal openings, known as 
“The New in Shoes,” will see man- 
ufacturers and retailers tie in by 
concentrating their advertising in 
newspapers and magazines around 
the two dates. 


Broidy Productions Adds Dept. 
William F. Broidy Productions 
Inc., Hollywood, has created a 
commercial department to func- 
tion as a supplementary service to 
its production of television film 
series. The new department will be 
| headed by Edward Kay. The de- 
|partment’s activities will include 
| filming of its film spots and rental 
|of the studio’s facilities to outside 
| producing companies. The studio’s 
| facilities include a location site 
|}at Cedar Lake, near Los Angeles. 
and a boat “floating studio.” 
Broidy is now producing several 
of its own series, “Wild Bill Hick- 
ok,” “The Phantom Pirates,” “Case 
History,” “Trail Blazers,” and 
“Starr Dust.” 


Garcia Pushes Fish Lures 

Charles Garcia & Co., New York, 
is using 85 newspapers in nine 
states to promote the sale of 
Plucky Lures, painted imitations 
of minnows, and Platyl monofila- 
ment line. The ads run up to 224 
lines. Tied in with the newspaper 
campaign is a four-page insert in 
Fisherman. 

Previously, 1,027 dealers in the 
nine states received direct mail 
pieces advising of the insert, which 
contains articles on balanced tackle 
and spinning. John-Raider Asso- 
ciates, New York, is handling. 
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4 , “<S. P Les 
Send for Your Free Co 
. Accurate, Detailed Current Facts about 


; Cigarettes, Home Appliances 


py Today! 


| APPLETON 


WISCONSIN 


Fourth Largest | 
City Zone Market 
in the State! 


83,217 — 


1950 U. S. CENSUS 


SURVEY INCLUDES 


Grocery and Food Items | 
Drugs & Cos »etics 
Beer & Soft (rinks 


(Including TV) Automobile 
Ownership, Shopping Habits, 
and Housing and Population 
Statistics. 


700 Dealer Tie-in Guarantee 


Appleton Post-Crescent 


Serving the Appleton Market with 96% Daily Coverage— 
The ONLY newspaper offering ALL these services free: 
Twice Weekly Dealer Contacts 

Grocery — Drug — Liquor Route Lists —— Annual Consumer Study 
WRITE—WIRE—PHONE COLLECT FOR DETAILS TODAY! 
Circulation Now in Excess of 


Up-to-Date 


30,500 


Advertising Age, August 4, 1952 


Getting Personal 


Newly elected commander of the Crosscup Pishon Post of the 
American Legion in Boston (the admen’s group) is John M. MclIsaac, 
p.r. exec with Chambers & Wiswell...Tom Young, salesman at 
WEEI, Boston, had a successful vacation, having acquired a wife— 
the former Paulina M. Flynn—while he was away... 

Foote, Cone & Belding v.p. Milton H. Schwartz is chairman of the 
advertising and publishing section, trades and industries division, 
of the '52 Community Fund campaign in Chicago. The four-week 
drive starts Oct. 9 with a goal of $9,870,000... Neil H. McElroy, 
president of Procter & Gamble, who is serving as co-chairman of 
Cincinnati’s Community Chest campaign, will serve as general 
chairman of the city’s second annual safety conference, Nov. 12-13... 

Friends of Larry Smith, director of production, Meredith Publish- 
ing Co., Des Moines, gave a dinner in his honor and presented a 
fishing outfit and traveling bag when he retired July 1 after 33 years 
with the company ...When W. F. Williamson retired as executive 
v.p. of the National Coffee Assn. after 23 years’ service, a banquet 

* was held at the Waldorf-Astoria, during which he received a silver 
tray for “long and valuable service.” He took over new duties as 
president of the National Assn. of Hosiery Manufacturers on July 1... 

Charles Glass, co-publisher of Western Family, has been elected 
to the board of the Holy Family Adoption Service, a non-sectarian 
organization in Hollywood, Cal... 


PRIZE CATCH—Richard H. Seller, secretary of Don Allen & Associates, Portland, 
Ore., and his wife, Andy with the biggest catch of the week in Acapulco, Mexico— 
@ 285-pound Marlin measuring 10’, 10”. 


Just before Parade’s president, Red Motley, was due to deliver his 
annual shot-in-the-arm to the New York Sales Executives Club, he 
had to be taken to New Rochelle Hospital with a case of stomach 
ulcers. . . 

Bee Canterbury, formerly in NBC’s press department, married 
Frederic W. Wile Jr., v.p. in charge of television production, on July 
17 in Larchmont, N. Y.. .Thomas J. Lipton Inc. president Robert 
B. Smallwood is chairman of the commerce and industry division 
for United Cerebral Palsy’s New York campaign... 

Bob Gilleran, promotion director for Macfadden Publications, 
New York, is back in Roosevelt Hospital for his fifth trip since 
breaking his leg last January...The new president of the Adver- 
tising Club of Trenton, N. J., is Fred L. Bernstein, station manager 
of WTTM... 

Fifty-four years and four months of continuous service in the 
notions industry came to a close last month when John Bell retired 
as secretary, v.p. and director of the Spool Cotton Co. Mr. Bell be- 
gan as a statistical clerk with George A. Clark & Brother in 1898... 

Time publisher James A. Linen is chairman of national Red 
Feather public relations advisory committee. Red Feather will seek 
$250,000,000 this fall... Henry Clay, executive v.p. of KWKH, 
Shreveport, has been elected Louisiana state department commander 
of the American Legion. . . 

At a dinner welcoming the newly-appointed consul general of 
Japan, Harry Shigeta, Chicago photographer famous in art and ad- 
vertising circles, spoke on “America, the Land of Opportunities” on 
the invitation of the local committee of “Voice of America.” His 
speech, directed to Japan, is to be re-broadcast to European coun- 
tries. . . 

While everybody else swelters, Charles E. Soden, network sales 
manager of Alaska Radio Sales, has left for a three-week tour of the 
territory of Alaska. Business or pleasure, his friends wonder. . .For 
obvious reasons, the man involved in the following must remain 
anonymous. Anyway, in honor of his recent election, a BBDO v.p. 
composed the following: “Salarywise, I still weep. In the agency 
business, veep is cheap.” . . 

At a board meeting of Curtiss Candy Co. in Chicago a few weeks 
ago, Clara B. Lahon, ad manager, received a wrist watch and dia- 
mond pin in recognition of her 25 years’ service with the company. 
The presentation was made by President Otto Schnering. . . 
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Who will be running the metalworking 2 


plants of 1960? 


Of this we can be sure—in many cases the men running 
metalworking plants in 1960 will not be the same men 
who are running them today. A recent study of Erie, 
Pennsylvania, revealed that, in just 3 years, 56% of the 
companies had placed new men in one or more top 
positions. Imagine the high percentage of turnover 
by 1960! 


These new men will be mighty important people —quite 
a bit more important than their predecessors of the 
1950's. Why? Because they will be responsible for 
operating a metalworking industry perhaps half again 
as large as it is today ... supplying an ever increasing 
demand generated by 18,000,000 more consumers in an 
economy which has expanded from a gross national 
product of $321 billion to $400 billion or more. 


These new men will be very important people for still 
another reason—they will be making the buying deci- 
sions. They will be deciding whether your product or 
your competitor’s is going to be used. Your success in 
selling to metalworking in the 1960’s depends upon the 
extent to which these men are favorably impressed with 
your company and your products. 


But how can you reach them—how can you get your 
story across—when you don’t even know who they are? 


The answer is easy—but time is short. The men who 
will head the metalworking industry ten years from now 
are, almost without exception, working their way for- 
ward in lesser positions in metalworking today. But 
more important than that—essentially every one of them 
is an interested reader of several industrial publications. 
Every study ever made among leaders of industry 
proves this. 


Your advertising to metalworking men today is insuring 
your share in the tremendously expanded markets of 
the 1960’s. The position you hold then will reflect the 
effectiveness of the job your company did in 1952... 
and 1955... and 1958. 


Penton publications have developed considerable 


marketing information which may help you in your, 


long range planning. If you would like to study the 
progress of any segment of the metalworking industry 
or to analyze data bearing on future sales goals, we'll 
be glad to hear from you. 


= PENTON Sane 
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fyour ads 
sen’s magazine can! 


'.Sure, we can talk circulation. But this 

| is so much more important: we reach the 
emotions of 7,800,000 big-spending 
wage-earner families—and we reach those 
emotions with your advertising! 


...when a magazine moves emotions— 
it moves merchandise! That’s why the 
smartest advertisers are clinching their share 
of America’s richest market— the wage-earners 
—by advertising in... : 


the only kind of magazine 
that speaks their language! 


Sm IT PAYS TO START YOUR LIST WITH... © Colors <8” 2 0 fora eezites 
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MACFADDEN PUBLICATIONS, INC. 
205 East 42nd Street, New York 17 - Offices: Chicago - San Francisco 
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Plans Iberian, Austrian Issues 


Reader's Digest International 
Editions, New York, will start a 
Spanish (Iberian) and an Aus- 
trian edition in October. The Iber- 
ian will have a guarantee of 70,000 
circulation and will get $150 per 
b&w page and $190 for two colors 
The Austrian, with a guarantee of 
30,000, will charge $110 a b&w page 
and $125 for two colors. 
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du Pont Marks Anniversary 


E. I. du Pont de Nemours & Co., 
Wilmington, commemorated its 
150th anniversary with a special 
hour broadcast July 18 over NBC. 
Included on the program was a 
drama depicting the early history 
of the company, speeches by top 
executives and original music 
sung by the du Pont chorus. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


CBS to Sell Crosby Films 
CBS-TV Film Sales will repre- 
sent Bing Crosby Enterprises, 
Hollywood, in the sale of television 
films products for both national 
and syndication service. Among 
the new program series to be of- 
fered through the network are 


“Crown Theater,” “The Hank Mc- 
Cune Show,” “Rebound,” and “The 
Caphir on the Boulevard.” Regard- 
ing other Crosby Enterprises prod- 
ucts, General Artists Corp. is dis- 
tributing a Louis Bromfield series 
and United Television Programs 
Inc. is handling “Royal Playhouse,” 
“The Chimps,” and “Counterpoint.” 


NBC Promotes Lawrence 


Ruddick C, Lawrence, formerly 
manager of TV sales development 
at National Broadcasting Co., 
New York, has been named to fill 
the new position of director of 
promotion, planning and develop- 
ment. He will coordinate the ad- 
vertising, promotion, planning and 
research activities for the com- 
pany’s radio and TV networks. 


Data on Who Buys 
TV Sets Recorded 
by Research Group 


New York, July 29—What sort 
of people have been buying TV 
sets within the last year or so? 

Mainly middle income familfes 
with better than high school edu- 
cation and with no children or sev- 
eral. So reports the Market Re- 
search Corp. of America, which 
looked into the matter last April. 
This information was obtained in 
a National Consumer Panel study 
of more than 4,200 U.S. families, 
which compared the TV market 


THROUGHOUT THE WCCO AREA.. 
6 AM. TO MIDNIGHT...7 DAYS A WEEK... 


WCCO 


—delivers, on the average, 


a 32% bigger audience 


during 3 out of 


ie raul 


4 


—than the total audience 


= every 4 quarter-hours 


delivers a bigger audience 


of the next 30 stations in 


the area combined— 


at one-sixth the cost! 


nson and Benson, | 


vg 


ie Aron, Seren 1008 - 5S 


Advertising Age, August 4, 1952 


Situation with that of 
earlier. 

The company said that the num- 
ber of TV homes increased 28% 
from April, 1951, to April, 1952, 
with 3,350,000 new families added 
to the audience. To put it another 
way, as of April, 1951, about 26 
out of every 100 families had a 
TV set; a year later approximately 
33 out of every 100 families owned 


set. 


a year 


| 

® Here’s how the survey's results 
look 

Television Set Ownership 

| Type of Family of families with TV sets 

| April January April 

| 1951 1952 1952 

| Total Family Income: 

Upper fourth 39 

37 

3% 


Next fourth 


| Education of Family Head: 
| Grade School .......... 
Occupation: 
Professional & executive 
Clerical, sales & service 
Craftsmen & foremen .... 
Laborers & operators ... 
Farmers 
Size of Familes: 
1& 


No children 
DUE TE iciccscnnsetse. 
| Source: National Consumer Panel of 
search Corp. of America 
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Kranich Buys lowa Soap Plant 

Kranich Soap Co., Brooklyn, has 
bought the Camden, N.J., plant of 
|Iowa Soap Co., which it is form- 
ing into a new corporation, Knolar 
Products Inc. The new company 
will handle Nola soap flakes and 
}the detergent, Magic Washer. 
| Herbert Kranich, owner of Kra- 
nich Soap Co., will be president of 
the new company. Edwin T. 
Gaither, formerly eastern divi- 
sional sales manager for lowa 
Soap, will be v.p. in charge of 
}sales and advertising. 


McCann Elects 3 V.P.s 

McCann-Erickson has _ elected 
three new v.p.s in its Cleveland of- 
fice. They are Robert W. Dailey, 
| radio-television director, who be- 
}comes general manager, succeed- 
ing Albert A. Sommer, who has 
been transferred to Chicago; 
Thomas H. Batman, creative direc- 
tor, and Myron C. McDonald, ex- 
}ecutive on the Standard Oil of 
| Ohio account. 


Hutchings to Creamer & Co. 

| Charles Lee Hutchings, formerly 
copy chief of French & Preston, 
New York, and with Erwin, Wa- 
| sey & Co., Los Angeles, has joined 
|Creamer & Co., Hollywood, as 
|creative director. He will contin- 
}ue to write “Rootie Kazootie,” 
now on television in New York 


‘Color’ in New York 

Color, published in Charleston, 
|W. Va., has opened a New York 
office at 369 Lexington Ave. 


WE BOUGHT | 
~ HADACOL 


(The Bulletins, That is!) 
SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN- 
AGERS HAVE THE OPPORTUNITY 
TO ACQUIRE THE USE OF THE 
EXCEPTIONALLY FINE PAINTED 
BULLETINS. CHOICE MAJOR AR- 
TERIAL HIGHWAY COVERAGE IN 
EAST TEXAS, LOUISIANA, MIS. 
SISSIPPI, ALABAMA, AS WELL 
AS PARTS OF FLORIDA AND 
ARKANSAS. 


350 BULLETINS IN ALL. 


COMPLETE INFORMATION ON 
REQUEST. 


MORIARTY curoooe 


ADVERTISING CO., INC. 
P.0. BOX 1924, BATON ROUGE, LA. 
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Building readership 
fo new highs . 


PRE er ore ee 


- Gentleman is more than a magazine of ideas. 


Its editors know how to get ideas across . . . how to “make 


ink come off on readers’ minds.” 


That’s why—even before a Country Gentleman article 


minh 


is assigned to a writer—the editors decide whether it can 
be handled best with 


-— Tandlord ~~ 
VS 
tenant* : 


|» 1. Emphasis on text | 
2. Emphasis on illustration 


. 


: 


‘ 3. Text heavily illustrated 


- 
ee ae ee 
ee we hep ap at Dll ap 6 hare ye cae he em 


me magazines are dominated by one technique. Some by aa 

@nother. Country Gentleman uses all three—to give each Saas See Sree 

ory maximum impact and to give balance to the entire ee 
pprgeaine. j 
; Farm people are vitally interested in basic farm- | 
Today Country Gentleman is carrying more articles than ing trends — subjects involving research and 
i } at analysis. To keep them abreast, Country Gentle- 
-@ver before to help its millions of readers — The Best People man publishes articles in depth and breadth — : 


in the Country — farm better. And the new section “Country with little or no illustration. - 


‘ 4 


& . ~ - 


Living” is giving every member of the family more ideas to 


live better on the rewards of better farming. 


Readership cover-to-cover, by men, women and young 


people, is at a new high. 


Circulation is well over the rate base of 2,300,000, and 
further substantial increase in bonus circulation is antici- 
pated. 


More thon ever, Country Gentleman offers the advertiser 


of any mass product an outstanding means of reaching 


his best market for profitable new sales. So many manu- =o = 


facturers recognize its effectiveness, that they have made 


the farm family's own national magazine one of America's 


leading magazines in advertising volume. C 0 ul ni ir y 


THE FAMILY 
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Get a Free Start on Egg Quality From Your Hens 
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MAGAZINE FOR BETTER FARMING...BETTER LIVING 
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Drake’s Plan Permits Smallest Retailers 
to Carry All Sizes, Colors of Its Hose 


New York, July 29—A purchas- 
ing plan which enables a retailer 
‘o start a full line of imported 

it.sh men’s socks in nine colors 

i five sizes by buying only ten 
dozen pairs of hose, was an- 
nounced by the Drake America 
Corp. last week 

Previously, retailers could only 


buy in lots of at least one-half 
dozen of each color in each size. In 
order to have a stock of five sizes 
in f.ve or six colors, it would nor- 
mally be necessary to order 20 to 
30 dozen pairs. 

Under the Drake plan, the re- 
tailer is able to increase the range 
of colors and keep his initial out- 


oe 


35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
ANdover 3-3042 


Cd 


serves a tremendous market 
—old enough to be solidly 
established, young enough 
to have years of growth 
ahead of it. You will find a 


surprising market here. 


 parel 


lay to $90. 

“This is the first time in the his- 
tory of men’s imported wool ho- 
siery that it has been possible for 
a retailer to purchase a complete 
line of 6x3 ribbed hose in as- 
sorted colors of each size, while 
having the advantage of immediate 
{fill-in service from New York and 
the addition of a merchandising 
dispenser which is supplied free,” 
said J. Austen Wood, head of 
Drake’s fine imports division. 


® The counter display not only 
promotes the sale of a single pair 
of socks, but it also assists the sale 
of units of four pairs—in a gift 
paccage. 

Mr. Wood said the merchandis- 
ing plan will be backed by ads in 
business and men’s wear newspa- 
pers and magazines, including Ap- 
Arts, Daily News Record, 
Men’s Wear and Retailing Daily. 

Abbott Kimball Co. is the Drake 
agency. 


Changes Format Size 


National Bottlers’ Gazette, 70- 
year-old New York business paper 
serving the soft drink industry, 
will switch from a standard size 
publication to the so-called king- 
size, 11%x11%”, format with its 
September issue. An experimental 
issué in this size in April proved 
so acceptable to subscribers and 
advertisers that the publisher, 
Keller Publishing Co., decided on a 
permanent change. The new for- 
mat, it is emphasized, does not re- 
quire any changes in advertising 
plates for any size space. The com- 
—_ Spanish language quarterly, 

l Embotellador, was changed to 
the new format some time ago. 


Two Stations Join NARTB 


KRON-TV, San Francisco, and 
WOOD-TV, Grand Rapids, have 
joined the National Assn. of Ra- 
dio & Television Broadcasters. This 
brings NARTB’s television mem- 
bership to 90 stations out of the 
109 outlets, and all four national 
television networks. 


: metropolitan markets—but 
' all the thriving PLUS-Markets 
; of Northern California. 


COVERAGE PATTERN, KNBC, 

50,000 watt, von-directional, { 
“wide circle’ coverage that 
not only blankets the great 
San Francisco-Oakland area 


two other 50,000 watt 
directional stations. 


ae ae 


ete awe 


COVERAGE PATTERN, the 


COVERAGE PATTERN, television 
. 60 mile radius... 
of the families owning sets 


a 
a 


about Ysrd 


In Northern California... 
KNBC reaches more people, more often, than 
any other radio or TV station. This wide 


circle coverage plus program popularity 


make K NBC, San Francisco, 
Northern California’s No. 1 


Advertising M edium 


50,000 


WATTS > 


NON-DIRECTIONAL > 


680 KC + 


REPRESENTED BY NBC SPOT SALES , 
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Coming 
Conventions 


*Indicates first listing in this column 
Sept. 7-8. New York State Publishers 


Assn., annual meeting, Whiteface Inn, 
Lake Placid. 
Sept. 11-13. Newspaper Advertising 


Managers Assn. of Eastern Canada, an- 
nual cenvention, Mount Rov! He‘'el, 
Montreal, Que 

Sept. 12-13. Advertising Federation of 
America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala. 

Sept. 28-Oct. 1. Assn. of National Ad- 


vertisers, fall meeting, Hotel Plaza, New 
York 

Oct 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N.C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fa'r, Palmer House, Chicago. 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

*Oct. 10-11. Oregon Newspaper Pub- 
lishers Assn. Admanagers, fall meeting, 
Heathman Hotel, Portland, Ore 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, San 
Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of Ameri- 
ca, 66th annual convention, Chase Hotel, 
St. Louis 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 29-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 


*Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 7-11. Outdoor Advertising Assn 


of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 


WBBM Appoints Doebler 

C. W. Doebler, formerly promo- 
tion director of KMOX, St. Louis, 
has been appointed advertising 
and sales promotion director of 
WBB\M, Chicago. He succeeds Dave 
Kimball, who has been named na- 
tional director of national promo- 
tion for the Broadcast Advertising 
Bureau. 


Ray Jenkins Boosts Blegen 

Robert D. Blegen, copy chief and 
radio and television director, has 
been promoted to creative director 
of Ray C. Jenkins Advertising, 
Minneapolis. 


_ BUSINESS FLYING. 


PUBLISHED ae 
MONTHLY en PAGES 
$3.00 PER YEAR \gat seneasdansen 


The only magazine that reaches 
| aviation’s fastest growing mar- 
“ket — the BUSINESSMAN — the 
_ FARMER — who uses his plane 
asa business tool. 


> 
| Send today for your 


FREE COPY 


and all vital statistics on 
| this rich select market 


BUSINESS FLYING 


for Commerce and Agriculture 
2132 Fordem Ave. Madison 1, Wis 
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COLD FACTS 


The cake of ice played an important part in the development of the 
refrigeration and air conditioning industries. And, while ice continues 
to serve the needs of many businesses, modern air conditioning and 
refrigeration equipment today provides the exact, controlled temper- 
atures and humidity vital to the development and manufacture of 
many products. 


Leaders in the field of air conditioning and refrigeration equipment 
make heavy, consistent use of Business Week, because — 


Business Week is read by a highly concentrated audience of Man- 
agement-Men—executives who make or influence buying decisions. 
They are interested in new methods and installations involving air 
conditioning that will help to produce more goods, at less cost, for 
their firms. 


That is one of the reasons why Business Week regularly carries more 
air conditioning and refrigeration advertising than any other general 
business or news magazine. These advertisers know . . . 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Manufacturers of Air Conditioning 
and Refrigeration Equipment Reach 
Management-Men through Business Week 


Air-Maze Corp. 
American Air Filter 
Co., Inc. 
(Herman Nelson Div.) 
American Radiator & 
Standard Sanitary 
Corp. (American 
(Blower Corp.) 


Brunner Mfg. Co. 

Buffalo Forge Co. 

Carrier Corp. 

Clarage Fan Co. 

Farr Co. 

Frick Co. 

General Electric Co. 
(Air Conditioning Div.) 


Source: Publishers Information Bureau 


General Motors Corp. 
(Frigidaire Div.) 


ILG Electric Ventilating 
Company 


Mills Industries, Inc. 
Modine Mfg. Co. 

Read Standard Corp. 
Sutton, O. A., Corp., The 


Typhoon Air Conditioning 
Co., Inc. 


Westinghouse Electric 
Corp. (Sturtevant Div.) 


Worthington Corp. 
York Corp. 


A McGRAW-HILL PUBLICATION 
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Bong-Fong Appoints Agency 

Bong-Fong Inc., Los Angeles and 
Oakland, has appointed Fisher & 
Gannon, San Francisco, to handle 
advertising and promotion for Kan 
Do, Chinese frozen food products. 
A test campaign in San Jose and 
the peninsular area, via newspa- 
pers, radio, trade publications and 
direct mail, will be launched early 
in August 


Olin Appoints McCleary 

George W. McCleary, formerly 
on the advertising staff of Curtis 
Publishing Co. and with the mer- 
chandising department of Hearst 
Magazines, has been named sales 
promotion manager of the Olin 
cellophane division of Ecusta Pa- 
per Corp., a subsidiary of Olin In- 
dustries. His headquarters will be 
in New York. 


Advertising Age, August 4, 1952 


KCOK Promotes Lee 

Robert Lee, sports director, has 
been named promotion manager 
and program director for KCOK, 
Tulare, Cal. 


Suburban Toy to Williams 

Suburban Toy & Mfg. Co., Pitts- 
burgh, has appointed John R. C. 
Williams Advertising, Pittsburgh, 
to handle its advertising. 


Department Store Sales... 


Sales Slow, But Better Than ‘51 


WASHINGTON, July 29—-Summer 
heat has put its usual crimp in de- 
partment store sales. 

While sales in the big stores 


DEPARTMENT STORE 
SALES INDEX — 


1947-49 equals 100 


have been slow, they are still av- 


1 


you are interested in giving your product promotion program 
greater selling impact with the consumer at the local level . . . 
Write to Dept. §-2. 


PUBLISHING 


c a 
1 Suecmes 


185 NORTH WABASH AVENUE # CHICAGO I, ILLINOIS 
SPECIAL CONSUMER PUBLICATIONS AND MAGATINES 
DIRECT CONSUMER PROMOTIONS 


eraging better than last year. The 
latest report from the Federal Re- 
serve Board, for the week ended 
July 19, shows dollar volume av- 
eraged 1% higher than sales in 
the corresponding week last year. 

For the second straight week the 
sales index stood at 83 (with the 


100 base representing average 
weekly sales during the 1947-49 
period). 


@ Department stores in the south- 
ern districts continue to set the 
1952 sales pace. Biggest gains dur- 
ing the July 19 week were 49% in 
El Paso, 42% in Augusta, 30% in 
Kansas City, and 29% in San An- 
tonio. 


. uJ ‘ 
. wer aye 
, ~\) we! i 
ar 


REACH OVER 


1,500,000 CANADIANS EACH PUBLISHING DAY 


Week to July 19, °52*..p83 
Week to July 21, °51*..82 
Week to July 12, °52*..83 
Week to July 14, '51*..83 
Week to July 5, °52*..... 
Week to July 7, °51*......7 


*Not adjusted seasonally 
pPreliminary 


— 


A trucking strike in St. Louis 
limited stocks and was largely re- 
sponsible for the district showing 
a 2% sales decline in the week 
ended July 19. This was the first 
time since the week ended March 
22 that stores in this district have 
failed to equal or exceed sales in 
the comparable week last year. 
| % Change from * 

Week Ended 
Federal Reserve 


District and City 5 ” ly 
UNITED STATES 4 0 1 
Bosten District 6 3; — 
New Haven —7 2-7 
Boston 9 1 —7 
Lowell-Lawrence 10 ll 9 
Springfield 8 6 1 
Providence 3 5 —3 
New York District —-— —1s —I1! 
Newark 140 7 12 
Buffalo —4 1 —2 
New York —8 —17 13 
Rochester 7 —5 14 
Syracuse —8 r5 5 
Philadelphia District jij - —-1 
Philadelphia 9 r—6 5 
Cleveland District ” 1 —_? 
Akron 7 15 —l 
Cincinnati 10 5 —2 
Cleveland 11 1 —2 
Columbus 26 11 7 
Toledo 8 0 3 
Erie 2 1 —9 
Pittsburgh 4 7 ~9 
Richmond District sree 6) 
Washington 8 —3 —3 
Baltimore —1 1 i) 
Atlanta District 6 18 3 
Birmingham 6 5 8 
Jacksonville 9 8 
Miami 17 13 13 
Atlanta —10 19 8 
Augusta 45 18 42 
New Orleans 18 17 . 
Nashville —3 21 19 
Chicago District 1 ty ! 
Chicago 0 —10 2 
Indianapolis 9 5 —2 
Detroit 2-6 —6 
Milwaukee 1 —12 5 
St. Louis District 5 re? 
Little Rock 7 ll 4 
Louisville 14 4 7 
St. Louis Area 3 —1 5 
Memphis 0 4 0 
Minneapolis District —3 10 1 
Minneapolis 5 10 10 
St. Paul 2 10 13 
Duluth-Superior —10 7 —? 
Kansas City District 13 ork is, 
Denver 2 —4 6 
Wichita 29 i0 7 
Kansas City 14 39 30 
St. Joseph 4 —2 —3 
Oklahoma City 14 0 & 
Tulsa 26 13 14 
Dallas District 16 x 13 
Dallas 21 1 9 
El Paso 9 20 49 
Fort Worth 11 —1 6 
Houston 21 14 & 
San Antonio 8 17 29 
San Francisco District 6 nr x 
Los Angeles Area 4 4 6 
Downtown Los 
Angeles 9 3 3 
Westside Los 
Angeles 4 8 & 
Oakland 4 —4 3 
San Diego 4 5 10 
San Francisco 0 -6 —! 
Portland 1 1 —I1 
Salt Lake City 9 2 12 
Seattle 6 12 13 
Spokane 9 22 14 
rRevised 
*Data not available 
Filmcraft Expands Studios; 
Adds Winckler, Miller 
Filmcraft Productions, Holly- 


wood, has signed a 12-year lease 
with Fox West Coast theaters for 
the Filmarte Theater on Vine St. 
in Hollywood. The theater will be 
reconstructed into a_ television 
filming plant designed for produc- 
tion before an audience. Filmcraft 
produces the Groucho Marx “You 
Bet Your Life” show, Fred Allen’s 
“Two for the Money,” and _ is 
readying production for Walter 
O’Keefe’s “Out of the Red.” 

The company also has added two 
members to its. staff. Reavis 
Winckler, publicity and promotion 
director for Jerry Fairbanks Pro- 
ductions for the past five and a 
half years, has been named pub- 
licity and promotion director. 
Glenn Miller, formerly production 
manager for Horace Heidt Pro- 
ductions and RKO, has been ap- 
pointed assistant production super- 
visor. 
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CBS Shows How 
Radio Sets in Use 
Gains in TV Cities 

New York, July 29—Radio is 
supposed to fly out the window as 
the installation men tote in the 
TV set. In metropolitan markets, 
the notion goes, radio is still 
loyally listened to—by the blind, 
the poverty-stricken, and the peo- 
ple on the beach. ! 

Ever since the cyclops-eye of) 
the TV hypnotized advertisers and 
watchers alike, radio men have 
been bravely saying that none of | 
this nonsense is so. And ever since 
the Assn. of National Advertisers 
started waving a carving knife at 
rate schedules, they’ve been bleat- 
ing at the unfairness of it all. 

This week CBS Radio came up) 
with a tidy little booklet called | 
“Radio in TV-land,” which slugs. 
away at the misconceptions. The 
booklet is unpretentious—it is 
typed, terse and tabular. 


@ It says, briefly, that radio is 
used more and more in TV homes, 
and that TV markets account for 
a substantial low-cost portion of | 
the network radio audience. 

In support, it cites the fact that 
between October, 1951, and April, 
1952, radio sets in use in nighttime 
hours have increased 28%. This 
applies to New York, Los Angeles, 
Chicago, Philadelphia, Boston, De- 
troit, Cleveland, St. Louis, Wash- 
ington, and San Francisco. | 

In each city, according to a) 
Telepulse report, radio sets-in-use 
had increased. The biggest increase 
was in New York—56%. The 
smallest increase was in Philadel- 
phia—1%; Boston and Chicago 
were up 23%, Detroit up 24%, Los 
Angeles, 25%, and Cleveland up 
30%. Washington and San Fran-| 
cisco were up 11% and 12%, re-| 
spectively; St. Louis was up only | 
8%. 

From a cost standpoint, CBS| 
compares a typical program's audi- 
ence and cost for two different) 
station lineups—one excluding) 
eight big TV cities, one including 
them. | 


8 On the lineup including the eight | 
cities, the show got a Nielsen rat- 
iug of 11, and reached 4,708,000 
homes. (The rating was taken Jan. | 
R 1952.) Excluding the eight sta-| 
uons, it had a 9 Nielsen, and 
reached 3,852,000. The show was 
an evening mystery. 

So, CBS notes, the advertiser 
lost 856,000 homes in these eight | 
markets, or 18% of his audience. 
He cut his time and talent costs, 
of course, but only by 8.7%. 

Or, on a cost-per-thousand basis, 
the exclusion of the markets had 
this effect—to increase the cost per 
thousand to $4.32, instead of $3.87 
with the eight markets included. 
And the eight stations, reaching | 
856,000 homes, would have cost 
$1.86 a thousand. 

“In every instance,” CBS sums 
up, “where an advertiser has asked 
us to make this kind of audience 
analysis, the same principle has 
applied—the low-cost, big-value 
radio stations in big TV cities con- 
sistently improve the cost-per- 
thousand value of a CBS Radio 
network program.” 


ARF Names Murphy, Schirmer 


Adrian Murphy, president of 
CBS Radio, and E. A. Schirmer, 
executive v.p. of Crowell-Collier 
Publishing Co., have been elected | 
to the tripartite board of directors 
of the Advertising Research Foun- 
dation, New York. This leaves only 
one media directorship vacant on 
the board. 


Named by Sterling Agency 

Carol Schreiber, formerly of the | 
House of J. Hayden Twiss, New} 
York agency, has been appointed | 
an assistant account executive in| 
the newly created industrial divi-| 
o— of Sterling Advertising, New | 


Appoints Long Advertising 

Farm & Grower Equipment Co., 
San Jose, West Coast distributor 
for Continental Belton Co., Bel- 
ton, Tex., maker of ranch and 
orchard spraying equipment, has 
appointed the San Jose office of 
Long Advertising Service to direct 
its advertising. 


‘Time’ Transters Two 
Huntley Bennett, formerly in 
Time’s New York office, has been 


{transferred to the San Francisco 
|office where he succeeds Cecil 
London, who has moved to the At- 
lanta office as office manager. 


Names Leonard Wolf Agency 

Olga Frocks Inc. has appointed 
Leonard Wolf & Associates, New 
| York, to handle its new advertising 
|/and marketing program. Plans in- 
clude expansion into new markets 
and the introduction of new spe- 
cialty products. 


Hyde to ‘Nation's Business’ 

David M. Hyde, formerly dis- 
trict manager for Modern Industry, 
has been named to the western 
advertising staff of Nation’s Busi- 
ness. 


Glenn Promotes Wilcox 

Ward M. Wilcox, with the agen- 
cy since 1950, has been elected v.p. 
of Glenn Advertising, Dallas, Fort 
Worth and Los Angeles. He will 


| head the Dallas operations. 
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Indoor Advertising of America 


4 OLVISION OF W. 4. STENSGAARD AnD ansOCIAtas, aR 


346 N. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let us bid on your next display job 
PHONE OR WRITE. .NO OBLIGATION 


2,252 requests... 


or one bank run that made the bankers happy! 


After sponsoring Movietime on WSM-TV for several months, 
the First American National Bank of Nashville decided to 
find out just how much audience this Sunday night feature 
really had. 


On the May 4th program, a small plastic dime savings bank 
was offered to anyone who would stop by any one of 
American’s 14 branches and ask for it. 


By the end of banking hours Monday, May 5, 2252 banks had 
been given out. Four of the 14 branches had their supply 
completely exhausted. This, in spite of the-fact that they were 
kept out of sight and given out only when asked for 
specifically! In addition, mail requests were received from 94 
towns in Tennessee and Kentucky. 


Irving Waugh, or any Petry Man, has other equally 
outstanding stories of WSM-TV's ability to produce. Better 
hear them before you do any advertising in the Nashville 
Market. 


Nashville 


WSM-TV 


Channel 4 
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/ amily ele continues to | 


all monthly magazines | 
of food and grocery | 


PAGES OF FOOD AND GROCERY PRODUCTS ADVERTISING IN 
THE LEADING MONTHLY MAGAZINES 


YEAR _—YEAR FIRST SIX MONTHS 

1950 1951 1951 1952 GAINS i 
FAMILY CIRCLE 503.7 553.4 274.6 296.4 21.8 GAIN 
Woman's Day 486.6 548.8 275.3 283.5  8.2GAIN : 
McCall's 301.7 299.7 141.0 143.6 2.6GAIN 
Good Housekeeping 498.8 480.4 234.4 220.4 14.0 LOSS 
Better Homes & Gardens 362.7 383.6 189.6 171.2 18.4 LOSS 
Ladies’ Home Journal 488.7 434.6 210.4 185.4 25.0 LOSS 
Woman’s Home Companion 375.5 374.0 193.6 139.7 53.9 LOSS 

P1.B. classifi 


The magazines listed above are the first seven in size of ci 


included are FIOO, F200, H232, H400 (Food, Food Products, Soft Drinks, Confectionery, 


and Mi We hala ¢ pp ) 


Soaps, Detergents, Polishes, Laundry Prep 


You can see today’s most significant trend in food and grocery 
products advertising when you glance at the figures above. Notice how 
food and grocery products advertisers have steadily increased their 
investments in Family Circle—the leader for 24 years—while curtail- 
ing their expenditures in some leading magazines. 

WHY? 

Family Circle is bought exclusively by housewife-shoppers who 
shop in stores where your grocery products are sold. 100% SELECTIVE 
circulation ! In Family Circle your advertising coverage exactly paral- 
lels product distribution. 100% EFFECTIVE circulation ! 

By advertising in Family Circle in 1953 you will influence the 
buying decisions of 4,000,000 housewives who shop in all 8,500 stores 
of 14 leading grocery chains in 48 states and Canada. These chains 
ring up over 4 BILLION DOLLARS annually and account for ¥ of U.S. 


4,000,000 circulation guarantee @ 


. 
Surat 


chain grocery volume. Since 75% of these stores are self-service, your 
advertising must create the brand preference for your products. 

Over 70% of Family Circle readers say they spend half or more 
of their grocery budget in the same stores where they buy the maga- 
zine. Three out of four Family Circle readers say they buy every issue! 

Advertisers of drugs, appliances, apparel and home furnishings, 
also continue to place more and more pages in Family Circle. 100 of 
the 396 pages of advertising in Family Circle in the first 6 months of 
1952 were non-grocery—39 pages more than the first 6 months of 1951. 

Parallel your food and grocery product distribution in 1953 by 
advertising in Family Circle, at the least cost pef-page-per-thousand 
‘of any other leading magazine. For better results from your advertis- 
ing dollars in 1953, call your advertising agency today about Family 
Circle. 
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GROCERY PRODUCTS advertising parallels product 
distribution in 14 leading grocery chains that 
rang up more than four billion dollars—11% of 
U.S. food store sales—in 1951, 


DRUGS § TOILETRIES are sold in more than half of 
the 8,500 stores that sell Family Circle. Family 
Circle circulation is concentrated in the U.S. 
counties where 82% of all drug stores are located. 


base 

APPLIANCES & EQUIPMENT dealers say (in a new 
survey) they want to locate next to supermarkets 
for customer traffic. The housewife-shoppers who 
buy Family Circle are their best prospects. 
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wg Family Circle delivers national circulation 

where sales are made 
Family Circle is sold in all 8,500 stores of 14 leading grocery chains 
located in 48 states and Canada. These stores rang up over 


4 BILLION DOLLARS in saies in 1951 and accounted for one-third 
of U.S. chain grocery volume. 


i 
FIRST NATIONAL 

GRAND UNION 

SAFEWAY-NEW YORK 


NORTHWEST* 


CALIFORNIA* 


*Other Safeway Editions 
WINN & LOVETT 
VU 


FAMILY CIRCLE DISTRIBUTING CHAINS AND LATEST ANNUAL U. S. SALES 


Albers $ 66,845,000 Hill $ 20,000,000 
American 510,451,000 Jewel 209,244,000 
Bohack 115,268,000 Kroger 997,086,000 
Butt 40,000,600 Red Owl 89,834,000 
Dixie Home 55,034,000 Safeway 1,320,919,000 
First National 406,773,000 Weingarten 51,792,000 
Grand Union 179,367,000 Winn & Lovett 174,724,000 


TOTAL SALES $4,237,337,000 


97% of Family Circle’s circulation is concentrated in 
i Coverage in 1,695 counties that account for 87% of U.S. retail 
, aS | sales, 88% of food sales, 86% of drug sales, and 83% of 
Markets U.S. families. 64% of Family Circle's U.S. circulation 

key pe ——_ 


is concentrated in the metropolitan county markets. 


beginning January 


products advertising: :: 


1953 


Family Circle gained more new readers in the past 
year than any other magazine. 
606,119 more housewives began buying Family Circle in the year 


ending March 1952. More new readers than any monthly magazine. : 
More new readers than ANY magazine. 
— MARCH CIRCULATION PusLISMeD 
ciRcULATION ciRcuLaTion SAIS one 
FAMILY CIRCLE 3,500,000 2,893,881  606,119Gain 4,000,000 
McCall's 4,380,504 4,058,209 322,295Gain 4,000,000 


Saturday Evening Post 4,351,275 4,055,995 295,280Gain 3,800,000 
Woman's Home Companion 4,295,562 4,027,368  268,194Gain 4,100,000 


life 5,397,851 5,245,141 152,710Gain 5,200,000 
Ladies’ Home Journal 4,787,930 4,635,894 152,036Gain 4,275,000 
Better Homes & Gardens 3,691,286 3,656,076  35,208Gain 3,400,000 
look 3,326,269 3,310,170 16,099 Gain 3,250,000 
Collier's 3,185,325 3,187,790 2,465 Loss 3,100,000 


Woman's Day 3,896,158 4,044,283 148,125 Less 3,750,000 
Family Circle's circulation guarantee was 3,500,000 beginning 
March 1952; 4,000,000, as of January 1953. H. G. Hill Stores, 
with initial firat month's circulation of 15,000 in December 
1951, was the only chain added in the year March 1951-1952. 7 


Family Circle costs the least of the top ten magazines 


Family Circle has the lowest cost per-page-per-thousand for black- 
and-white and four-color advertising of the top ten magazines. 


LATEST 

B/W PAGE 4-COLOR PAGE PUBLISHED 
RATE PER M RATE PER M CIRCULATION 

GUARANTEES 

FAMILY CIRCLE $2.75 $3.60 4,000,000 
Woman's Day 2.80 3.87 3,750,000 
McCall's 3.13 4.17 4,000,000 
Woman's Home Companion 3.14 4.20 4,100,000 
Ladies’ Home Journal 3.16 4.33 4,275,000 
Better Homes & Gardens 3.21 4.38 3,400,000 
Collier's 3.26 4.72 3,100,000 
Look 3.52 5.27 3,250,000 
Saturday Evening Post 3.61 5.36 3,800,000 
life 3.69 5.56 5,200,000 


a ae 


‘ 


THEM IN FAMILY CIRCLE MAGAZINE -- i 


i 
| 


i 
1} 
| 


FAMILY CIRCLE 
NEW YORK * CHICAGO * SAN FRANCISCO 
Circulation figures 
A. B.C. Publishers’ Statements 
and Interim Reporta; Family Cirele 
March 1952 circulation figure ia 
Publisher's approximation. 


HOME FURNISHINGS advertisers use Family 
Circle to build customer traffic in their dealers’ 
stores. Family Circle housewife-readers are 
neighborhood shoppers. 


APPAREL sold in department stores all over the 
country is tied-in with Family Circle fashion pro- 
motions. Stores say “Family Circle readers are 
among our best customers,” 


Advertising figures: 
Publishers Information Bureau 
Advertising rotes 
Standard Rate & Data Service 
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(Continued from Page 2) 
of all furs, information on coun- 
try of origin, use of the names of 
animals listed in its fur products 
name guide, and also stipulates 
that all products shall be clearly 


keting 


@ In a full-page advertisement last 
May in Women's Wear Daily, Al- 
bert J. Feidman, president of Hol- 
lander, declared that the fur label- 
ing act will benefit brand name ad- 
vertising 

“Consider for a moment,” he 
said, “the benefits that the fur in- 
dustry will derive from standard- 
ized names officially approved by 
the United States government. In 


because of consumer confusion. 
The same shopper might see the 
same fur under several different 
names. It was something she 
couldn't understand. And what a 
woman doesn’t understand, she 
doesn't like 


no longer exist,” he continued. “In 
its place the fur industry will erect 
a stronger edifice built on uniform 
. names. 
“At first glance, it might appear 
Po Hollander is affected more ad- 
rsely by this new legislation than 
Snybody else because we have an 
investment of 63 years and millions 
@f dollars in brand name adver- 
tising 
' “The most important part of all 
@ur important brand names,” he 
sew out, “has always been the 
ollander name. Fine craftsman- 
ip and national advertising have 
ade it a hallmark of quality in 
© minds of the trade and in the 
inds of women everywhere. 


® “Continuing to combine the Hol- 
nder name with yours in your 
ele and on your tags will 
bring a more enthusiastic response 
ffom your customers than ever be- 
@use the element of confusion will 
Ge absent.” 
Hollander has made and distrib- 
ed more than 2,500,000 tags in 
be past 25 years. In a recent sur- 
y made in Radio City by A. S 
nnett Research Organization it 
ns found that 68% of the women 
terviewed preferred a fur coat 
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DISCRIMINATING 
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Adman Lieber Thinks Fur Labeling 
Act Will Help His Client, Hollander 


labeled at all times during mar-| 


past years many a sale was lost | 


“Now the Tower of Babel will! 
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ishable by a fine of $5,000, or a 
year’s imprisonment, or both, in 
the discretion of the court. 

The act declares that “a fur 
product or fur shall be considered 
to be falsely or deceptively adver- 
tised” if the advertisement: 

1. Does not show the name or names 
fas set forth in the Fur Products Name 
Guide) of the animal or animals that pro- 
duced the fur. 

2. Does not show that the fur is used 
fur or that the fur product contains used 
fur, when such is the fact. 

3. Does not show that the fur product 
or fur is bleached, dyed, or otherwise 
artificially colored fur, when such is the 
fact. 

4. Does not show that the fur product 
is composed in whole or in substantial 
part of paws, tails, bellies, or waste fur, 
when such is the fact. 

5. Contains the name or names of any 
| | animal or animals other than the name or 
| names specified in (1) above, or contains 
i. Manufacturers and dealers will any form of misrepresentat!on or decep- 
|be forced to keep records of al] tion, directly or by implication, with re- 
| P am : ,. ‘pect to such fur product or fur 
| furs handled. These must be tcl 6. Does not show the name of the coun- 
| served for at least three years. try of origin of any imported furs or those 
| Neglect or refusal to preserve rec- contained in a fur product 
|ords subjects the person or persons. Despite the restrictions, Mr. 
so doing to a fine of $100 for each Lieber does not believe that fur 
day of such failure. In addition, advertising is going to be curtailed. 
willful violation of the act is pun- “Advertising will be different than 


indulged in during recent years.” 

Hollander has been using space 
in Women’s Wear Daily and Fur 
Age Weekly, since the new act was 
passed a year ago, to tell retailers 
about the act and what it means. 
It has also sent out 15,000 direct 
mail pieces offering new Hollander 
tags. 


|labeled “Hollander” than an iden- 
tical coat without the label. 

The company is now offering re- 
tailers new tags that comply fully 
with the fur labeling act. These 
Mr. Lieber says, “sell as well as 
identify.” 

Two facts about the new act that 
are of paramount importance, Mr. 
Lieber says, are that it strengthens 
the FTC and enables it to do more 
than issue a cease and desist order. 
| The new act has teeth. 


s But in its consumer advertising 
the company has said nothing nor 
does it intend to say anything 
about the fur labeling act. To do 
so, Mr. Lieber believes, would be 
poor psychology and poor sales- 
manship. “Our job is to sell the 
beauty of furs,” he says, “and 
to create confidence.” 

That is why Hollander is offer- 
ing the industry a new slogan: 
“Every Woman is Beautiful in 
Furs.” 

The company has erected a ban- 
ner with this slogan on Seventh 
Ave. here to publicize this selling 
there. This is the season fur buy- i 
ers are in New York. 

To further the idea, Hollander 
will run its first fall ad, a bleed | 


OPENER—A. Hollander will open its cam- 

poign with this page in the Aug. 2 New 

Yorker and the New York Times Mag- 
azine Aug. 3. 


it has been,” he said. “It will be 
clearer, simpler and, of course, 
will necessarily have to omit fan- 
tastic claims that some advertisers 
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Hometown Americans are those substantial families 
in every city, town and neighborhood who plant 
their roots firmly, face up to the future together, 
and make America grow. 

They make The American Magazine strong too! 
More than 2,500,000 typical Hometown America 
families believe in The American Magazine, for its 
useful, friendly “family” character. 

These readers of The American Magazine have 


NCTICANS 


use American Magazine. There is no surer, stronger 
family purchasing power ... yet it is economical. 
Analysis shows that more families are reached per 
advertising dollar through The American Magazine 
than through any of the other family magazines 
shown on the accompanying chart! 

It is good progressive business—planning to grow 
with tomorrow in The American Magazine. Please 
call us to prove it to you. 


I ot 


incomes 38% above the U. S. average. They build 
more homes. They buy more cars, clothes, foods. 
They invest more. They carry more insurance. 

Their growth earns money for the advertisers who 
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page, in The New Yorker Aug. 2 
and a page in the New York Times 
Magazine Aug. 3. These ads will 
be followed up in October through 
December with pages in Charm, 
Glamour, Harper’s Bazaar, Made- 
moiselle, Town & Country and 
Vogue. 

The unusual aspect of the Hol- 
lander advertising is that the com- 
pany as a processor of furs occupies 
about the same relation to the con- 
sumer as a leather tanner or a dyer 
of fabrics for clothing. Hollander 
does not sell to the consumer. It 
sells its services to manufacturers 
and retailers. 

’ Hollander does an annual vol- 
ume of business of about $10,000,- 
000. Its over-all advertising budget, 
Mr. Lieber told AA, “is something 
over a quarter of a million.” 


Middletown and Mount Vernon, 


N. J., and in Chicago. It is affili- 
ated with Hollander of Canada and 
Hollander of France, and operates 
Hollanderizing Corp., a fur clean- 
ing company, as a subsidiary. 


The company operates plants in| 


N. Y., Newark and Long Branch,| 


| Campbell Buys TV Show 


The Better Business Bureau of Campbell Soup Co. Camden, 
New York has invited all fur re-|N.J., will sponsor “Double or 
tailers and representatives of ma- Nothing” with Bert Parks when the 
jor advertising media to meet Aug. | '@dio show makes its bow on tele- 
7 at 2:30 p.m. in the Commodore Vision starting Oct. 6. The quiz 
Hotel, New York, to discuss the show, which will originate from 
new Fur Products Labeling Act,|New York over the CBS-TV net- 
which becomes effective Aug. 9.| Work, will be aired Monday, Wed- 
The new act requires important | nesday_ and B on gr og wn 
changes in advertising as well as| EST. War ecioce ©O., a 


labeling and invoicing by manu-| %lphia, is the agency. 


facturers and retailers of furs and 
fur products. Follansbee Appoints Puhl 
James F. Puhl, ~~ an ac- 
Dubrowin count executive for etchum, 
GF Appoints . | MacLeod & Grove, Pittsburgh, has 
Ray Dubrowin, formerly man-| been named assistant sales pro- 
ager of point of sales merchandis-|moyon manager of Follansbee 
ing for National Biscuit Co., New| Steel Corp., Pittsburgh. While with 
York, has joined General Foods Ketchum, MacLeod & Grove, Mr. 
Corp., New York, in a new post| pyuhl handled the Follansbee ac- 
as associate manager of the sales | count. 
promotion department in the sales 
division. 


| Labeling Meeting Called 


Lever Promotes LaBorie 
| G, Walter LaBorie, general pro- 
|/motion manager, has been pro- 
William L. Bartlett, formerly ad-| moted to sales manager of the 
vertising and sales promotion man-| Lever division of the Lever Bros. 
ager for Mergenthaler Linotype) Co. Eugene N. West, formerly gen- 
Co., Brooklyn, has been appointed eral sales manager for Lehn & 
copy director for James Thomas| Fink Products Corp., has been 
Chirurg Co., New York. ‘named assistant sales manager. 


Bartlett Joins Chirurg Co. 


Cleworth Appoints Mahnke 
Frank C. Mahnke Jr., formerly 
with American Builder, a Sim- 
mons-Boardman publication, has 
joined the Chicago sales staff of 
Cleworth Publishing Co., publish- 
er of Plastics World, Power Equip- 
ment, Industrial Woodworking and 
Maintenance. Cleworth’s main of- 
fices are in Greenwich, Conn. 


Five Name Babcock Rep 


A. S. Babcock, San Francisco 
publishers’ representative, has 
been appointed western represent- 
ative for Canadian Food Store 
Journal, Canadian Pulp & Paper 
Industry, Restaurant & Caterer, 
Western Business & Industry and 
Western Homes and Living, all 
published in Vancouver, B.C 


| Landover Co. to Ben Bliss 


Landover Co., Whitestone, L. L, 
distributor of household acces- 
sories, has appointed Ben B. Bliss 
Co., New York, to handle all pro- 
motion and advertising. The com- 
pany is a new advertiser. Plans 
call for a mail order campaign and 
fractional pages — in Sep- 
tember in House Beautiful. 


And Advertisers Note: 


- 
members per dollar* 
Read by over 2,500,000 


* 
longer! 


are building 


Read by 18% to 34% more family 


incomes 38% above U. S. average! 
Read for a full month—up to 400% 


* Based on nationwide survey by Stewart Dougall and 
Associates, ABC circulation and B & W page rates. 


weeeeee- forHometown Families a 


"— 
The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y., Publishers of The Americon Magazine, Collier's, and Woman's Home Companion 


e 


Build with The American Magazine 


Family Readers per Doller 


families with 


or Lommorrow 


"HG nail pall from 
| a small investment” 


x 
PROVE IT 


for your product! 


These 1,515,215 larger- 
than-average families buy 
more than you imagine! 
Sales records show much 
of this tremendous buying 
volume is produced by 
mail—thru the two great 
family weeklies, Our Sun- 
day Visitor and The - 


ister. ’ 


Try this coast-to-coadt 
sales-producing UNI 
now for convincing proo 
Greater net profits an 
steady, new customers a 
yours for a modest inves 
ment. 


Just write, telephone 
wire us for friendly, hel 
ful money-making ide 
and information . . . you 
without obligation. We’l 
be happy to introduce you 
product (most economic 
ally!) to over 114 million 
new customers! 


1,915,215 


| WEEKLY CIRCULATION 


Uru sit 
-agitr Unit 


WATIONAL REPRESENTATIVES 
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Two Named Reps in Florida 
Frank S. Wright and William H. 


News and Sporting Goods Dealer, 


Son, St. Louis. They will have of- 


' Nolan Joins Kimball Co. 


Eileen Howard Nolan, formerly 


| Wooster Boosts Buckwalter 

J. K. Buckwalter, 
Hanna have been named Florida manager of Wooster Rubber Co., 
representatives for the Sporting Wooster, O., si as 
promoted to general sales man- 
published by Charles C. Spink & ager. He will be in charge of Rub- 
bermaid houseware and Rubber- 
fiees in the First National Bank maid Kar-Rug sales in the U.S 
Bldg., Miami. and Canada. 


_Cassidy-Richlar Moves 

Cassidy-Richlar Inc., 
with Grey Advertising, New York, phia office of the Advertising Dis- 
has joined Abbott Kimball Co., tributors 


‘Pillsbury’s Mixes 


Still Lead Among 


Appleton Buyers 


APPLETON, Wis., July 30—Pills- | 
*| bury cake mixes are preferred by 


the most housewives in the Apple- 
| ton city zone market, with 50.3% 
| using them. This is a gain over ’51, 
when 43.3% chose Pillsbury, but 


still not equal to the ’50 figure of | 


New York, as fashion copy super-| moved its office to the northeast | 62.7%. 


visor. corner of Broad & Washington Ave. | 


FOREMOST 


TOY TRADE 


Only ABC Toy Paper 


i) Write for New Market 


| McCREADY PUBLISHING 
71 W. 23d N.Y. 10 


Other brands of cake mixes pre- | 
| ferred in 1952, in order, are Betty | 


Crocker, 14.8%; Cinch, 14.8%, and 
Swansdown, 10.9%. Five other 
| brands were preferred by less than 
| 5% of the housewives interviewed. 


These figures, with similar) 
| breakdowns for groceries, cos-| 


metics, drugs and appliances, are 
listed in the fifth annual “Con- 
sumer Buying Habit Study of the 


City Zone Market of Appleton, | 
Wis.,” which has been released by | 


the Post-Crescent, in cooperation 


with the Medill School of Journal- | 


ism, Northwestern University. 


| steady losses over the past three 


|! The zone covered includes—be- 
sides Appleton—Menasha, Neenah, 
and several other smaller towns, 
for a total population of 24,171. 
| About 1,344 interviews (5.5% of 
the population) were conducted 
in this area by 34 trained inter- 
viewers under Dr. Charles L. Al- 
len, assistant dean and director 
of research at Medill School. 
Minute Maid frozen orange juice 
leads the field, with 15.9% show- 
ing preference, a drop from 23.4% 
in '51. Sunkist, a newcomer on the 
market, was second with 12.8%, 
giving it a minute edge over Snow- 
crop with 12.6%. Last year Snow 
Crop held 16.7% of the market. 
Top Frost, a brand of Krambo 
| chain stores, was fourth with 
12.4%, and Fairmont, Birds Eye, 
Donald Duck, Florida Gold, Lib- 
by’s showed in that order. Birds 
Eye had the largest loss, from 
14.8% in ’51 to 6.5% this year. 


s However, Birds Eye still leads 
the market in frozen fruits and 
vegetables, with 32.5%, but shows 


WBAL Offers a Mighty 
», Advertising-Merchandising Plan! 


"Qrertitin 
Chain 


Sirike twice at your customer with WBAL’ Ss 
unique OPERATION CHAIN-ACTION—at 
home with tadio commercials, and at the point 


Ri te BES oom a lara OOD co ace el 


of sale. Food advertisers guaranteed pow 

point of: sale promotion in éver 213 leading 

chain food storegtoupled with the unequalled 

power of radigiadvertisingfor mass selling. Give 

your produét's advertising that needed, doubled- 

barrelled#impact with CHAJN-ACTION. 
‘a 9 Complete details on soquéit. 
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NATIONALLY REPRESENTED BY 
EDWARD PETRY & CO. 
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years—40.6% in ’51 and 52.2% in 
"50. 

Fairmount is second with 21.8%. 
Top Frost has 18.4%, Libby’s 
11.8%, Snow Crop 10.7% and Hon- 
or 1.0%. Top Frost has gained 
steadily, having held 2.0% of the 
market in ’50 and 14.4% in ’51. 

Among men, Camels and Ches- 
terfield are almost evenly paired 
off for top position, 23.4% pre- 
ferring Camels and 23.2% Ches- 
terfield. Lucky Strike is a close 
third with 20.3%. 

Women show a definite prefer- 
ence for Chesterfield (30.6%) 
and then for Lucky Strike and 
Pall Mall (13.8% and 13.3%, re- 
spectively). 

Only 6.7% own television sets 
in this area. RCA leads with 16.7%, 
Admiral 13.3%, Crosley 12.2%. 
General Electric and Sparton vie 
for fourth place with 10.0% each. 
Zenith has 7.8% of the market 
and Emerson 6.7%. Other brands 
were preferred by less than 5.0%. 


Appoints Bozell & Jacobs 

Mason Shoe Mfg. Co., Chippewa 
Falls, Wis., has named Bozell & 
Jacobs, Chicago, to direct its ad- 
vertising and public relations. 
Magazines and newspapers will 
be used. Previously, Ruthrauff & 
Ryan, Chicago, handled the ac- 
count. Henry Flarsheim, who was 
account executive for Mason Shoe 
when he was with R&R, will be 
the executive on the account. 


| Polaroid Names Roberts 


Eugene C. Roberts has been 


|named by Polaroid Corp., Cam- 


bridge, Mass., to fill the vacancy left 
by H. E. Davis, assistant sales man- 
ager, who will make his home on 
| the West Coast and continue with 
‘the company as a special sales 
representative in Southern Cali- 


| fornia. 


N.Y. Agency Names Rydell 


Alice Rydell, formerly sales pro- 
motion manager of Wurzburg’s, 
Grand Rapids, has been named to 
an executive post by Shivell-Hall 
Co., New York agency. Previously, 
Miss Rydell had been director of 
merchandising services for Bride’s 


| Magazine and Bride’s Reference 
ioe 


WCPO Promotes Three 


WCPO, Cincinnati, has promoted 
three executives. John Patrick 
|Smith, national radio-TV sales 
| manager, has been promoted to as- 
| sistant general manager in charge 
|}of sales; Glenn Clark Miller, sta- 
tion director, succeeds Mr. Smith, 
and Earl Corbett, program direc- 


7th annval 
INDUSTRIAL PACKAGING - 
and 


MATERIALS HANDLING 
EXPOSITION 


october | chicago 
14+15+16 | coliseum 


She New and Unusual Prod- 
EXAMINE : - ucts - Equipment - Materials 


: from the “SHORT COURSE” 
sponsored by the Univer- 
sity of Illinois, College of 
+ Engineering 
: The interesting and instruc- 
SEE : tive National Protective 
: Packaging and Materials 
> Handling COMPETITION 


: The Nation's Top Packag- 


plan now fo attend 


THE MOST INFORMATIVE SHOW IN THE INDUSTRY! 


SOCIETY OF INDUSTRIAL PACKAGING 
& MATERIALS HANDLING ENGINEERS 
Room 902-L * 20 W. Jackson Bivd. 
Chicago 4, Illinois 
St A ESCA 
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+) do your 


4 


4 adverlisin 


eS in HOLD 


Get in HOLIDAY’s gala Christmas issues! Join hundreds of successful gift advertisers! 
Pages of exciting gift advertising! To be promoted to millions with the theme: 


“DO YOUR HOLIDAY SHOPPING IN HOLIDAY !” 


Your message in the fabulous pre-Christmas Holidays will 
reach 850,000 gift-buying families...families with incomes 
three times greater than the national average. These 
readers will be urged, ““Do Your Holiday Shopping in 
Holiday,” by a promotional barrage in: 


NEWSPAPERS 

70 ads in big-city newspapers 
MAGAZINES 

Ads in October, November and December Holiday 
RADIO & TV 

Nationwide radio and television spots 
DIRECT MAIL 

Mailings promoting Holiday as a gift-buying guide 
NEWSSTANDS 

Newsstand posters from coast to coast 


A CURTIS PUBLICATION 


DEPARTMENT-STORE FOLLOW-UP 
2500 buyers in top department stores across the country will 
receive advance copies of December Holiday with special 
insert showing display ideas—ad layouts—special display 
material for promoting , Holiday - advertised Christmas 
merchandise. 


This Christmas promotion was a sensational success with 
advertisers last year! The December Holiday was the 
biggest in history! And this year it promises to be even 
bigger! 

Make Christmas 1952 your biggest holiday selling sea- 
son... Do Your Holiday Advertising in Holiday! Write 
for further details: Dept. 10, Holiday Magazine, Inde- 
pendence Square, Philadelphia 5, Pa. 


- means Pleasure and Pleasure means Business / © 
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IN GOVERNMENT 
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OUT JULY 7—the day the 
Republican Convention opened — 
what would and did happen! 


Amerteas Class News Magazine 


OUT JULY 14—60 hours after 
the Republican Convention 
closed—the complete story! 


_S. News 
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PREPARING FOR 
WORST IN KOREA U.S.News 


& World Report 


REVOLTS IN 
BOTH PARTIES 


An interview in Tokyo With 
Gen. Mark CLARK 


OUT JULY 21—the day the 
Democratic Convention opened — 
what would and did happen! 


OUT JULY 28—42 hours after 
the Democratic Convention 

| closed—the complete story! 

. 


| World Repor enone 


CIRCULATION NOW MORE THAN 500,000 NET PAID 
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White Stag Makes 
Use of Patterns 
for Ad Background 


PorTLAND, OreE., July 29—A com- 
plete departure from its line of 
ski togs and play togs is White 


Stag Mfg. Co.’s new use of denim | 
as a fall and winter fabric. Com- | 


bined with softly knitted cuffs, | 
waistband and yoke with standup 
collar, in a full line of colors, it 


produces an entirely new fashion 
line for White Stag. 


The innovation was announced 
to the trade in b&w ads in Wom- 
en’s Wear Daily, followed by a 


color ad in California Stylist. The 
fall magazine campaign will break 
with a full page in four colors in 
the August Seventeen. The “Knit 
’n Denim” ad uses a denim fabric 
background with a single fore- 
ground figure. Tied in is a col- 
umn ad on the facing page, dis- 
playing White Stag separates. 
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OF MORE PEOPLE 

WITH MORE MONEY 
TO SPEND 

THAN EVER BEFORE. 


9-COUNTY MARKET 
. with 
GENERAL MERCHANDISE SALES 
of 
$33,951,000" 


*Sales Management, 1952 Survey 
of Buying Power 


Vj 


ZL 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South’s 


WMH. 


No. 1 state N 
The JOURNAL & SENTI- (WS 
NEL are the only papers N 
in the South offering a 8 
Monthly Grocery Inven- BS 
tory, an ideal test market. JX 
The JOURNAL & SENTI- f§ 
NEL are the only papers 
completely blanketing an KX 
important 9-county seg- KX 
ment of North Carolina N 

YOU CAN'T COVER NORTH N 

CAROLINA WITHOUT THE \N 


 ainecianeniines TWIN CITY 
‘JOURNAL and SENTINEL 
_ MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH CO. 


| 


To present its other fall lines 
in flannels and in “Tweed ’'n 
Suede” separates, which are also 
new, full-page two-color ads have 
been scheduled in the September 
issue of Glamour and October To- 
day’s Woman. These use tweed 
backgrounds for the tweed line 
with flannel foreground art. They 
are tied in with color ads on facing 
pages, showing jackets and skirts. 


s The technique is reversed in the 
September issue of Charm with a 


two-color page with flannel back- 
ground and the single figure mod- 
eling tweed with suede trim. Tie- 
in ads display shirts and slacks. 
Don Allen & Associates, the 
agency, has also designed new 
sales portfolios for the line, con- 
structed to look like a small suit- 
case. By employing fine horizontal 
black lines, a pull on an inner dis- 
play card brings into view the 
trademark figure of a white stag. 
An additional pull announces in 
Da-Glo the fall campaign. 


Point of sale advertising is in- 
cluded in the campaign. Also, di- 
rect mail pieces on each of the 
three advertised models have been 
prepared. These are two-color tis- 
sue mailers, pattern shaped, with 
dealers’ names imprinted. 


Toni Promotes Willie 


Walter G. Willie, western re- 
gional manager, has been promoted 
| to assistant general sales manager 
| of the Toni division of Gillette Co., 
| Chicago, 


Advertising Age, August 4, 1952 


New Agency for Store 

Frederick & Nelson, Seattle de- 
partment store, has named Calkins 
& Holden, Carlock, McClinton & 
Smith to handle its advertising. 
The previous agency was Abbott 
Kimball Co. 


Appoints Shaw & Schreiber 

| Shaw & Schreiber, Philadelphia, 
has been named to handle adver- 
tising for Boulevard Center Inc., a 
park and shop project to be erected 
along Roosevelt Blvd. in Phila- 
delphia. 


Chilton editorials speak out 


AUTOMOTIVE 


INDUSTRIES, Moy |, 1952 


"Unfortunately the nation did not hear an address by the President of 


the United States early last month consistent with the highest office of 
the land on the threatening steel strike the next day. Instead, the real 
speaker was Harry Truman, the politician, reading a prejudiced script 
castigating the steel companies and, on the other hand, subtly play- 
ing footsy to the steel workers .. ." 


Department Store Rconomist, March, 1952 


", .. Super markets are good competition, but not a real threat, as 
some would have us believe, to department stores. If and when they 
are, food departments and super markets will be added as another 
service by the department stores to their customers..." 


eee *% March 6, 1952 


". .. Taxes now take about a third of the national income. Direct income 
taxes are close to the 25 pct. mark. Every time this percentage moves 
up a point, the nation is just that much closer to state socialism (or its 
brother, Communism). You have only to read your history books for 


proof of the intimacy of high taxes and socialism. 


"And never forget that there is no place in socialism for independent 


merchants..." 


COMMERCIAL 
CAR JOURNAL, June, 1952 


"On one thing all are agreed. The Maryland Road Test did produce 
some basic data. It was one step in a long chain of data needed to 
reach the final answer. The ‘black top’ test in Idaho will be another. 
A thorough study of economic factors, perhaps as extensive as the 
Eastman Report in 1933, will be another. For his own protection at the 
place where it counts most—his pocketbook—every fleetman should 


keep posted and provide specific help when needed . . ." 
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WERE Loses Exclusive AM 
Coverage of Cleveland Sports 


The Cleveland Browns’ National 
Football League games, sponsored 
by Brewing Corp. of America, will 
be aired this fall by WTAM, Cleve- 
land, a switch from WERE, Cleve- 
land. The change marks a break 
in WERE’s exclusive radio cover- 
age the past few years of Cleve- 
land’s professional football, base- 
ball and hockey contests. Agencies 
representing Brewing Corp. are 
Lang, Fisher & Stashower, Cleve- 
land, for Carling’s Black Label 


| beer, and Benton & Bowles, New 


| York, for Red Cap ale. A four-state 
network .of radio stations in Ohio, | 


Pennsylvania, West Virginia and 
Kentucky will carry the WTAM 
broadcasts for Carling’s. 

WERE will continue to carry 
AM and FM descriptions of the 
Cleveland Indians’ baseball games, 


sponsored by Standard Brewing | 


Co. A three-year contract exten- 
sion has been signed by the sta- 
tion, the ball club and the sponsor- 
ing company, which makes Erin 
Brew. The agency is Gerst, Syl- 
vester & Walsh, Cleveland. 


| Klein Co. Adds § Accounts 


Walter J. Klein Co., Charlotte, | 
N.C., has added five accounts. 
They are Eckard’s Drug Stores of 
the Carolinas; Suburban Rulane 
Gas Co.; Best Brands Inc.; Dacan 
Corp., and Southern Bearings and 
Parts Co., all in Charlotte. 


Laughlin Joins Cabot & Co. 
Henry A. Laughlin Jr., formerly 


| Herald, Portland, Me., has joined! named production coordinator of | 
the account servicing staff of Har-| Family Circle’s promotion depart- 
ment. 


old Cabot & Co., Boston. 


| Wheeler Joins Gates Co. 


| Kimball Agency Is 15; Names 


Dinsmore Wheeler, formerly di- Nelson, Engelmann V. P.s 
rector of advertising and public! Ralph W. Nelson and William M. 
relations for National Farm Ma-| Engelmann, with the agency since 


chinery Co., 


has|its incepticn, have been named 


joined W. N. Gates Co., Cleveland | v.p.s. of Abbott Kimball Co., New 
agency, as v.p. in charge of cre-| York. The announcement was 


| ative services. 


— Joins ‘Family Circle 


Diane Swenson, formerly with 
advertising manager of the Press| Brooks Bros., New York, has been 


in our readers 


tiron Age. June 19, 1952 


interest .. . 


"The steel fracas had to lead to the White House. It was a well trodden 
path, worn down by labor in its 1946 and 1949 jaunts. In each of these 
cases Mr. Truman was a key figure. With his support Mr. Murray came 
out quite well in 1946 and 1949. 


“lt makes no difference whether Mr. Truman made a deal or not with 
Phil Murray—the end results have been the same as if there had 
been one." 


MOTOR AGE, June, 1952 


"While most of the Nation plans its vacation, there is no time out for 
play for automotive servicemen. Actually it's time to act on preparing 
cars for safe and sane vacation travel. 


"So show your ability by courtesy to the consumer, by promises kept, 
by service and fair prices. They'll enjoy their vacation and be glad to 
come back home to your shop for service the whole year ‘round." 


| ee editorials are typical of those found in every issue of every 
Chilton publication. They go straight to the heart of subjects vital 
to our readers—are quoted over and over in the press, on radio and 
television, even in the Congressional Record. 


Readers know that Chilton publications are edited with the readers’ 
needs in mind. And they know that what they find in Chilton publica- 
tions is both timely and authentic. Naturally, this provides the ideal 
atmosphere for advertising the products and services needed in the 
fields Chilton serves. 


) 


CHIL TON 


COMPANY 


Ng P (incOnpoRaArco) 


Chestnut and 56th Streets 
Philadelphia 39, Pa. ° 


100 E. 42nd Street 
New York 17, N. Y. 


THE IRON AGE @ HARDWARE AGE @ MOTORAGE ¢@ COMMERCIAL CAR JOURNAL 
HARDWARE WORLD + DEPARTMENT STORE ECONOMIST e BOOT & SHOE RECORDER 
THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE 


AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 


| 
| 
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;made in conjunction with the 
| agency’s celebration of its 15th an- 
niversary. 

Mr. Nelson is art and production 
| director; Mr. Engelmann is media 
director. 


| Stevens Names Flagler A.M. 

J. P. Stevens Co., New York 
manufacturer of rayon, cotton, 
woolen and worsted fabrics, has 
appointed Palen Flagler, advertis- 
ing manager of Nestle Co., director 
| of advertising. Coordination of ad- 
| vertising and promotion of all di- 
visions of the company will be 
under Mr. Flagler’s supervision. 
He will assume his duties early in 
August. 


Millerick to Hicks & Greist 

James Millerick, formerly with 
Barlow Advertising, New York, 
| has joined the copy staff of Hicks 
& Greist, New York. 


be “Fite yous 


Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material — 
spot announcements to full-length 
shows—should get the benefit of 
RCA’s technical experience and 
research. 


Your order, LARGE Or SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 


630 Fifth Avenue 
Dept. G-80, NEW YORK 20 
JUdson 2-5011 


445 North Lake Shore Drive 
Dept. G-80, CHICAGO 11 
WHitehall 4-3215 


1016 North Sycamore Avenue 
Dept. G-80, HOLLYWOOD 38 
Hillside 5171 
Write now for our fact-filled 
Custom Record Brochure! 


custom | 


RADIO CORPORATION 
OF AMERICA 


BCA VICTOR DIVISION 
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How’s your 
sales 
picture? 


PIEL’S BEER 

is looked at, 

and heard about, 
5,159,300 times a week* 
in New York area 
homes. 

*New York ARB, June'52 


WCBS-TV 


most of the time 
most New York eyes 
are on Channel 2 


Pushes Biscuits in Canada 


Jacob’s Golden Puff biscuits 
and Lemon Puff biscuits, products 
of W. & R. Jacob & Co., Liverpool, 
England, will be advertised in the 
largest Canadian campaign ever 
undertaken by that company. E. W. 
Reynolds Ltd. Toronto, is the 
agency. Daily newspapers in Mont- 
real and Toronto will carry weekly | 
insertions from now until Decem- 
ber, and frequency will be stepped 
up during the Canadian National 
Exhibition in the fall. Copy. will 
break in August on the West Coast, 
preceding the Pacific National Ex- 
hibition. Harold P. Cowan Im- 
porters Ltd., Toronto, is the sole 
Canadian distributor. 


' Bowers Promoted to AE. 


John R. Bowers, with the agency 
since 1946, hus been promoted to 
an account executive of Brooke, 
Smith, French & Dorrance, Detroit 
and New York. 


State Republicans to Graceman 

The Republican State Central 
Committee of Connecticut has ap-| 
pointed Edward Graceman & As-| 
sociates, Hartford, to handle the | 
1952 campaign. 


McClatchy Newspapers 


THE MODESTO BEE . 
. O'Mara & Ormsbee, Inc. 


THE SACRAMENTO BEE ° 
National Representatives . . 


It’s a whopping big market — all of 
inland California — with higher 
automotive sales than Philadelphia 

. higher total retail sales than 
San Francisco and Milwaukee com- 
bined.* But-it’s a market you miss, 
unless you use the strong local 
papers that inland Californians 
read — The Sacramento Bee, The 
Modesto Bee and The Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


THE FRESNO BEE 


| 


Advertising Age, August 4, 1952 


BBB Sets Standards 
for Storm Window 
and Door Selling 


New York, July 30—A set of 
advertising and selling standards 
for the combination storm window 
and storm door industry was pro- 
posed today by the Better Business 
Bureau of New York City. 

The bureau also invited the in- 
dustry and major advertising me- 
dia to attend an Aug. 13 meeting 
which will decide whether the in- 
dustry is prepared to accept and 
abide by the suggested rules, which 
are intended to eliminate decep- 
tive practices. 

Hugh R. Jackson, bureau presi- 
dent, said the proposed standards 
resulted from a growing number of 
consumer and industry complaints 
about unfair and injurious prac- 
tices of a small but active minority 
of the industry 


® The standards would bar “de- 
rogatory or dilatory means to dis- 
courage or prevent purchase at 
the price featured” in the adver- 
tising, as well as misleading claims 

“No statement shall be made,” 


| says one rule, “which would imply 


that the combination storm win- 
dow or storm door will last a 
‘lifetime,’ or imply that combina- 


| tion storm windows will last for- 


ever or do not require proper care 
for satisfactory maintenance over 
the years.” 

The BBB rules would also pro- 
hibit the delivery of windows or 
doors which do not conform to 
samples. 


Vidaire to Adams Advertising 


Vidaire Television Co. Lyn- 
brook, N. Y., maker of television 
color equipment, phonograph and 
TV amplifiers, has appointed A. D. 
Adams Advertising, New York, to 
handle sales promotion and public 
relations. Trade publications, di- 
rect mail and point of sale will be 
used. 


New Cigarets Bow in Canada 

Albany cigarets, made by F. L. 
Smith Ltd., London, England, are 
being advertised in Canadian daily 
newspapers for the first time. Copy 
is being placed by Vickers & Ben- 
son, Montreal. 


Beardsley Appointed S.M. 
Norman T. Beardsley, formerly 

sales manager of Crossett Paper 

Mills, Crossett, Ark., has been 


‘mamed general sales manager of 


Gummed Products Co., Troy, O. 
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APER OF MARKETING 


Feature Section 


THE NATIONAL NEW 


The Lasker Story... As He Told It 


Vv 


Private Lessons from Kennedy, and a Shining Light 


Last week’s instalment of the “Lasker Story” told the dramatic story 


of his initial meeting with John E. Kennedy and Kennedy’s definition of 
advertising as “Salesmanship in Print.” In this instalment, Mr. Lasker tells 
how he had Kennedy teach him what the advertising business was all 
about, including the famous corollary of “Salesmanship in Print”—Reason- 


Why. 


Kennedy was working for Dr. Shoop, 
and Dr. Shoop it seems was paying him 
$28,000 a year; and, without any injustice 
to Kennedy, who has left his impression 
on many businesses, at the end of about 
18 months, valuable as he was to a busi- 
ness, he was through and the business was 
through with him, and there was nothing 
either side wouldn’t pay to sever rela- 
tions. Not because Kennedy wasn’t a 
gentleman, but he was such an intense 
thinker that he would wear himself out 
and wear out anyone he came in contact 
with, forcing them to concentrate. 

He had this contract, if I remember, 
that had some six months to run with 
Shoop, whereby he was to get $14,000 for 
the six months. Think of it, back in 1905 
a copywriter getting $28,000 a year! Think 
of it! It shows that copy at that time was 
the all-in-all. We can have all our talks 
on research and merchandising we want; 
they are parts in the play, but as Shake- 
speare said, “The play’s the thing.” And 
so in advertising, copy’s the thing. Mer- 
chandising and research, they are all 
proper—the scenery that goes with the 
play, but the play’s the thing. 


® Kennedy came with a letter from 
Shoop to Lord & Thomas in which Shoop 
said frankly that they were mutually anx- 
ious to end the arrangement, but that Ken- 
nedy had done so much for them that he 
didn’t want to separate them without 
Kennedy being placed. He made this pro- 
posal to Lord & Thomas: That if we would 
take over the contract for the balance of 
the year, he would give us a check for 
$7,000 towards the payment of that $14,- 
000. 

Well, it seemed silly to pay $7,000 for 
six months for a copywriter. We had nev- 
er paid but $15 a week for half time. But 
Mr. Thomas was a Scotch Yankee, and 
when I put it up to him that Shoop was 
paying half of $14,000, that appealed to 
him. 

I want to give you the tradition of the 
business, if I can, just briefly sketched. 
Mr. Thomas, until the day he died, was 
the big boss of this business. I might have 
been the aggressive, fresh young fellow, 
but there never was a time, dead or alive, 
that I didn’t recognize his seniority. My 
good fortune was, I just came in the next 
generation when the opportunity was to 
build on what he and Mr. Lord had 
started, just as others will build on what 
we are doing. 


s Mr. Thomas said, “All right, go ahead, 
with one condition.” 

I said, “What is that?” 

He said, “That I never have to see the 
fellow.” And he wouldn’t, as long as the 
man was with us. I don’t think he ever 
spoke to him an hour. 

Well, this man Kennedy and I sat down 


JOHN E. KENNEDY—This picture of the great 
copywriter illustrated a page feature in 
the July, 1904, issue of “Judicious Adver- 
tising,” a monthly magazine published for 
many years by Lord & Thomas. The arti- 
cle identified Kennedy as “the highest 
salaried writer of advertising in America,” 
and said that he “actually receives a 
straight regular salary of $16,000 yearly, 
with all office and traveling expense.” 
Apparently Mr. Lasker’s memory was not 
clear, when in 1925, he made the comment 
reproduced in the accompanying instal- 
ment to the effect that Kennedy was get- 
ting $28,000 a year from Dr. Shoop. Later, 
Kennedy received $20,000 a year for half 
time from Lord & Thomas. 


and I said: 

“I will tell you—the first thing I want 
you to do is teach me, TEACH me.” And 
I went to him like a pupil at the master’s 
knee. He said, “I will tell you how I will 
teach you, I will write you out a little 
lesson each time.” 

Mind you, here I was; even at that time 
McKinney of Ayer, who had been the star 
of the advertising business when I was 
born, and I were the two big men of the 
line. I was 24, but by that time, just 
through this Katz-Lasker news service, I 
had gotten to be so that I was competing 
with Mr. McKinney for first honors in 
the line. [Henry Nelson McKinney (1849- 
1918) joined N. W. Ayer & Son as a book- 
keeper in 1875 and on Jan. 1, 1878, was 
made a partner. He was the agency’s 
“salesman,” and noted as the greatest 
new business man in the agency field.) 

But I didn’t know what advertising was. 
I was like the fellow who uses electricity 
but doesn’t know what force it is. Some- 
times he doesn’t get the right results; 
sometimes he does. He doesn’t understand 
the force he is using. 

So Mr. Kennedy said, “I will write you 
a lesson,” and I went to him nights and 
he would write lesson No. 1—Salesman- 


Woolf Debates ‘News’ Angle 


ship in Print—and he explained that ad- 
vertising was salesmanship in print. I 
needn’t cover that with you now, because 
it is primitive, but at that time it was 
trigonometry. 


8 His second lesson was Reason Why in 
Copy. That, having defined that it is 
salesmanship in print, then how do you 
apply salesmanship in print? By giving 
the reason why, the reason why people 
should want the goods. Many ways to do 
that. He gave me a series of lessons and I 
asked him to write them into a series of 
advertisements for Lord & Thomas. He 
did and we saved them. 

He worked with no one in Lord & Thom- 
as but me. 

Here is the sort of thing that was typi- 
cal of the advertising of that day, of com- 
modity and agency alike: 

Well known advertisers were the Gold 
Dust Twins, that showed a picture of a 
couple of little cupids and said, “Let the 
Gold Dust twins do your work.” Another 
was a picture of a nice little girl and it 
said, “How would you like to have a fairy 
in your home? Use Fairy soap.” Another 


Next week: Lasker and Kennedy go to work on “Salesmanship in 
Print”—specifically on the account of the 1900 Washer Co.—with some 
extraordinary copy and a sharp and significant drop in the cost of inquiries 


Creative Man Ponders a Theory 


Bedell Studies a National Ad 


Editors Hustle Up the Vote 


one was Sunny Jim. He wrote rhymes 
and was selling a breakfast food [Force]. 
And another was “Quaker Oats—the 
smiles that won’t come off. They eat 
Quaker Oats.” 

Another one was Armour’s “Ham What 
Am.” The Negro would say, “The ham 
what am—Armour’s.” And the next time 
you would see that ad it would be an 
Italian and he said, “The ham what ees— 
Armour’s.” The next time you saw him 
he would be a German and he said, “The 
ham vat iss—Armour’s.” 


s Then there were the Van Camp twins, 
Lena and Ludwig. I was responsible for 
them. This is confessional as well as bi- 
ographical. I will treat you as many a 
man does his wife, and I will only tell 
you just enough of how I strayed to show 
you how I have reformed. 

Well that was what advertising was, do 
you see, keeping the name before sthe 
people. And, of course, in the competition 
to keep it before the people, most of them 
got to kidding their own names—about the 
worst thing you can do. 

That was advertising—sloganizing. | 


these__. 
62. 


(e) Nane of these__. 


gram__, (e) None of these__. 


of these are true__. 


The Market Research Question Box 


This is the seventh set of questions and answers for admen, 
prepared by E. L. Deckinger, director of research, The Biow 
Co., New York. Try them—then check the answers on Page 44. 


61. What per cent of the 793,671 persons arrested in the U. S. in 1950 were 
males? (a) 99%__., (b) 90%__, (c) 75%__, (d) 55%_. (e) None of 


What tongue (including dialects) is spoken by the most people in the 
world? (a) English__, (b) Chinese__, (c) Indio, (d) Russian__, 


63. The median in a series of numbers is: (a) the arithmetic average__, 
(b) the item occurring most frequently._, (c) the best, (d) the 
middlemost__, (e) None of these__. 

64. The newspaper that carried the largest number of advertising lines 
(daily and Sunday combined) during the year 1951, was: 
waukee Journal__, (b) Chicago Tribune_., (c) Los Angeles Times 
(d) N. Y. News__, (e) None of these__.. 

65. A TV “rating” for a given area, purports to report: 
TV homes in area tuned in, that were viewing program___, (b) per cent 
of all homes in area viewing program__, (c) per cent of TV homes in 
area viewing TV sets__, (d) per cent of TV homes in area viewing pro- 


66. In the long-run of averages, for the four largest “weekly” magazines, 
(Life, Collier’s, The Saturday Evening Post, and Look—the latter, of 
course, actually being a bi-weekly) which of the following statements 
is not true in terms of numbers of ad-noters reached per dollar? (a) in 
four color ads, one-half page space is about equal to full page space__; 
(b) in half pages, black and white is about equal to four color__; (c) 
in two color units, a page and a half page come out about even__; (d) 
in page units, two color and black and white are about equal_ 


67. The number of diamond carats imported in 1951 totaled most nearly 
(a) 1H, (b) 5__, (c) 25__, (d) 500__million, (e) None of these__. 

68. Which of the following companies was 1951's leading beer-producer? 
(a) Ballantine__, (b) Anheuser-Busch__, (c) Schlitz_., (d) Lieb- 
mann (Rheingold), (e) None of these__. 

69. How many “Townsend points” are there for evaluating advertising’ 
(a) 7__, (b) 17__, (c) 27__, (d) 37__, (e) None of these. 

70. The broad industry group in which the largest share of sales is plowed 
back into advertising is the Drug-Cosmetic field. According to Assn. of 
National Advertisers studies, the figure for these fields averages a 
whopping 28%. According to the same study, which of the following 
industries is next? (a) Insurance__, (b) Automotive.__, (c) Alcoholic 
Beverages__, (d) Textiles and Clothing._., (e) None of these___. 


Answers on Page 44 


(a) Mil- 


(a) per cent of 


; (e) All 
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Salesense in Advertising... 


Is Most Good Advertising NEWS 
Or the Direct Opposite? 


By James D. Woolf 
Advertising Consultant 
Albert Lasker came to the conclusion, 
early in his career at Lord & Thomas, that 
“Advertising is news” (AA, July 14). He 
believed he saw that Charles H. Fuller 
was successful as an agent because he 
published news about 
his clients’ products. 
Students should not 
accept too literally this 
definition of advertis- 
ing. More often than 
not, as I see it, adver- 
tising is not news— 
and its strength is in- 
herent in that fact. 
Webster’s New In- 
ternational Dictionary, 
Second Edition, defines news as follows: 
“1, Something strange or newly hap- 
pened; novelties, 2, A report of a recent 
event; information about something be- 
fore unknown; fresh tidings; recent in- 
telligence.” 
“Fresh tidings” sums up, as well as 
two words can, the Webster concep- 
of “news.” 


James D. Woolf 


@ Ht seems to me now that I was wrong 
When, some 20 years ago, I made this 
ass@rtion in a book of mine: “...The real 
secret of producing a good headline and 
a good piece of copy is to have a good 
ide@ to begin with. The basic idea must 
ha news value before a headline can 
bé Written.” 

do not believe we can quarrel with 
théfimportance of a “good idea.” But is 
° s value,” in the sense of “fresh 
t ts," an essential ingredient? I don’t 
t so. 

e fact is, it is often good strategy to 

cénter on old tidings as the basic selling 
idea and to hammer it home relentlessly, 
year after year from one generation to 
the hext. 
P “Often a bridesmaid but never a bride” 
was used for the first time, I believe, 
abo@t 30 years ago. This same central idea 
—imticed this very headline—is the basic 
theme of Listerine advertising today. 
Surely this concept is no longer “fresh 
tidings,” even to young schoolgirls, but 
it presumably has lost none of its or- 
iginal seliing effectiveness. 


s Steinway, after more than three dec- 
ades, is still “The Instrument of the 
Immortals.” Squibb, for about the same 
length of time, stays with its idea, “The 
Priceless Ingredient.” “The Skin You 
Love to Touch” continues, after 40 years, 
to be woven into Woodbury soap copy. 
Sherwin Cody continues to ask us, after 
35 years, “Do You Make These Mistakes 
in English?” For exactly a quarter of a 
century, Lux soap has been telling wom- 
en that “9 Out of 10 Screen Stars Use 
Lux.” For about the same stretch of time 
Coca-Cola has been “The Pause that Re- 
freshes.” 

It was around 1920 when America’s 
beauty-hungry womanhood was told that 
The Lady Diana Manners preserved her 
skin loveliness with Pond’s creams. Today 
the daughters and even the grand- 
daughters of that generation are being 
assured that The Lady Bridgett de Rab- 
ledo keeps her skin always smooth with 
Pond’s cold cream. I have before me the 
two Pond’s pages, the old and the new, 
and they seem, both in appearance and 
in text, to have been cast in almost the 
same mold. 

Of course, there are many occasions 
when advertising is news, particularly in 
the case of new and presumably improved 
articles of merchandise, such as the chlor- 
ophyll products. But the time will soon 


be here when the lone fact of chlorophyll 
is no longer news. Then, alas, each chlor- 
ophyll product will have to find a dis- 
tinctive and exclusive copy idea and 
fasten on it as a more or less everlasting 
selling concept. 


® Advertising is also news when it pro- 
claims, in the words of N. Webster, “in- 
formation about something before un- 
known” about an old product. We see an 
example of this in the current Listerine 
page: “LISTERINE STOPS BAD 
BREATH four times better than chloro- 
phyll, four times better than toothpaste.” 
And I suppose that “Today’s DUZ does a 
better job in your washer than any ‘de- 
tergent’!” might qualify as “recent intelli- 
gence.” 

Generally speaking, retail advertising, 
especially the advertising of department 
stores, is news in a very genuine sense. 
And a great deal of the advertising we see 
in the trade and technical journals, such 
as Building Supply News, Architectural 
Record, Postgraduate Medicine, Automo- 
tive News, etc., comes pretty close to 
measuring up to Webster’s definition. 

But, by and large, most consumer ad- 
vertising in national magazines is not 
bona fide news; it is, in fact, the direct 
opposite, the very antithesis of news. This 
is also true of radio. Day after day, read- 
ing from the same script over and over 
again, Al Helper and Dizzy Dean vocif- 
erously sing out that Falstaff is “The 
Choicest Product of the Brewer’s Art.” 
And night after night, with the repetitive 
ding-dong of a broken record, Ed Mur- 
row’s newscast assures us that Hamm’s, 
brewed in “The Land of Skyblue Waters,” 
is very, very refreshing. No “fresh tidings” 
here, but I assume that Hamm’s is satis- 
fied with its sales curve. 


8 I have no doubt Mr. Lasker would agree 
with all this. His conviction that “adver- 
tising is news” should not be misunder- 
stood. When he hit on a good copy idea, 
such as “film on teeth,” he stayed with 
it long after it ceased to be “a report of 
a recent event.” One of his agency’s cele- 
brated product themes, wheat and rice 
“SHOT FROM GUNS,” was undoubtedly 
news at the outset, but after more than 
30 years it is hardly news today. But, 
news or no news, it is a striking idea, 
and we should note that “SHOT FROM 
GUNS” is played up in big type on the 
face of the current Puffed Wheat and 
Puffed Rice packages. 

I have a notion that too often today 
we admen strain ourselves unduly to put 
“fresh tidings” into advertising. Some- 
times the “news” we dish up is a phony 
(Now FROTHO contains Xylin, etc.)—a 
phony, that is, in the sense that Xylin is 
in no way worthy of its exciting and 
thunderous news treatment. Overstrain- 
ing for news, when legitimate news is 
non-existent, almost inevitably results in 
exaggeration, bombast, and lack of credi- 
bility. 

In most situations, I believe, it is a 
sensible policy to fasten on to a good idea 
and keep everlastingly at it. Certainly 
there is abundant precedent for this pol- 
icy. Clients are well-advised not to 
press their agencies too hard for new ideas 
—if by “new ideas” they are thinking of 
non-existent “fresh tidings” and “infor- 
mation about something before unknown.” 

[Mr. Woolf does not make it clear, as 
Mr. Lasker emphasizes in the “Lasker 
Story” now running in these pages, that 
Lasker abandoned the concept that “ad- 
vertising is news” shortly after the turn of 
the century, when John E. Kennedy con- 
vinced him that it was “salesmanship in 


print.”’} 
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The Creative Man’‘s Corner... 


Ponders a Theory 


It should be of more than passing interest to the research hounds wko sniff 
through the back alleys of advertising these days why Lucky Strike cigarets, 
employing a theme (Be Happy—Go Lucky) submitted consistently over the 
years by hundreds of the lay public, hoping for a fortune, are trailing Camels 
by an ever-increasing margin. 

Here, after all, let us face it, is an advertising theme which probably has 
more ready-made acceptance among consumers—especially cigaret-smoking 
consumers—than any other in advertising history. In fact, here is an adver- 
tising theme created by the public itself, not singly but collectively. Yet, ap- 
parently, the very people who thought it tops as a slogan are smoking, not 
Luckies, but Camels, Chesterfields, Pall Malls, Old Golds and Parliaments. 

Can it be that we, in advertising, have been grossly misled by the purely 


i 


| see] a 
; Pras 


~ 


statistical survey which, when you get right down to it, can only follow the 
public, not lead it? 

Friend of ours—who does not realize he is a friend, since he does not re- 
alize just who we are—has a most interesting theory about cigaret advertis- 
ing. He was holding forth on it at lunch the other day, where we might have 
been any one of six other people—the blessed advantages of being anonymous! 

The more we think about our friend’s theory, the more sense it makes. 
When a product is as widely used as cigarets, he insists, it is entirely possible 
that the public is completely uninterested in product advantages but follows, 
rather, a pattern of social acceptance conditioned by the mores of the moment. 
According to our friend’s theory, during the era of cynicism and disillusion- 
ment engendered by the depression, it is quite likely that Luckies led the 
parade because of the very crudity and brash disregard of taste and decency 
exhibited by such campaigns as “Nature in the Raw is Seldom Mild” and 
“Coming Events Cast Their Shadows Before.” 

Then Camels (we are still on our friend’s theory) put its emphasis on 
athl¢tes —swimmers, polo players, tennis champions and baseball stars—at a 
time when Americans were beginning to fancy themselves, not exactly gym- 
nasts, but the outdoor or country club type. Sports clothes were coming into 
vogue. Hatlessness. Sun-bathing. And shorts for women, And today, Camels 
lead the cigaret parade. 

We listened to the exposition of this theory with more than passing interest. 
After all, unlike the people of Europe, with thousands of years of civiliza- 
tion behind them, we are still the adolescents of the earth. We like, above 
all things, to belong. To conform. 

All of which led us to a fascinating speculation. Instead of stressing such 
obviously cooked-up slogans as no cigaret hangover or 85 millimeters of 
length, might it not be wise for some cigaret manufacturer to use just such a 
simple slogan as this? We notice Chesterfield, recently, has resorted to a very 
simple solution of the regular vs. king-size problem: It just brought out king- 
size Chesterfields. 

We suspect Pall Malls, despite the protection they offer against throat- 
scratch, will soon begin to feel the effects of this utterly obvious move. Many 
times we have beat our breast with the thought that we in adverising are not 
as scientific—or intuitive—as we might well be. We mistake the slip-shod 
application of scientific method for science, and mistrust simple conclusions 
because they are so difficult to construct a highly complicated and wordy 
treatise about. We resent being called hucksters, yet we might benefit—and 
our clients might benefit—from the simple, direct selling methods that the 
average huckster employs. Not the Park Avenue huckster. The Main Street 
huckster. 

Anybody in the audience got a Sweet Cap? 


PRE AO Pt fey we a ae ae: ee oe eS a hoe ee ho ies. Tt sa See ‘ al 
Mb lis ci) este, Me eee Paes i Ep: bce On Ne) et pes Oho ee oe ee : eect ee oa 
Pe eg eee ee) ee: ll ee ae lUlUlllU 
his te x : : ae: t 
abe : Sa 
Det ae a 
Fes. p oie 
ee pos 
ert me 
ae _ pe eS ae i 
Ts ee ce 
2 ‘idtf es 
a ————————_—_ ae 
VSS ee 
; ; } Po ie 
ace Re. 
yee a 
en er 
ayes a 
rot op 2a 
of. NS se 
A eo aay 
mires { aes 
LAG, Pa 
ear: aa 
Da ed 
ot pon 
pched Jee 
a ee « 
Bre aay WS 
ae! oe 
* a) SG ‘5 Sate 
aay, Go 4. er ee ss OE: 
6 Be Happy re ie 
hee a . xe Be ae j 4 EE. 
oA ee _ pT all a Loy | t 
ede 3 = cae TARA z 
ria | 3 _ = ST | eee it Ola Taree. i BS hae 
Fae, le ’ " a—— ee AE j ae 
Bag ; x + ‘za “ # i a Spa _ ~ 4” Pa | oo 
ee, a fi. Th jt A= ee ae 
aD _ eZ SS — =—C is ge Bene tots 
a a~ os tae ee 
ey =—T : 5 aes 
Shee — Me a | * SS 2” a 
tes rei : ,- ; 7 on: 
hs ey ei ea®) <3 Annan # s ‘s | eae 
hi) tes , rs { Ri? = ay 
ent re =——* \ Page kn ee TE ae 
~ = o -- i == th dere 
ing Se Sts ' ae 
fee f Guan Aisin on % 
Pad ‘5 UP i | im 
7 at _ ay 
a THE CURTAIN SUF { That =~ | ay 
yaw : i BY meets 
a ous” aes food Wy the leh — : glee, 
Se =z 1 i oe - Srmaech — — } 2 ae 
te Cigaretté to aa sty of }) SSS | ; } ee 
) ae First je ae Shre tebacore = or | 
a Name All its a Bc ‘fan ; 
sf aad ey aes a ee 
a LS : ( ee | Sas \ aoe 
ee oe dt) Se 4 
a j recy ¢ ——S SS ; ee 
ay NN Rg ee — 
on —- — Var a — 
yy Ry ts ¥ ‘ y * ee 
me 2 J | is a rey ( ARETE, S ? y * >>... ; | 3 oy 
<: - et 4 ase oun P sa 4 Be 
“ ’ DEALER FOR, vrata wonacnn 6 if =a Uy : N ! - 
~~ \ fo ye +e { "  d Mf 5 4 ae 
he Ray cee nan i ; ae 
a peeks a eespiin ee OS ¥ Bae oat ee Seat ~ . ny 
3 © : ‘ < ape eee nn that Gave YOu ves 4 acne a ; Si, ~ jie’ y Mess) 
ae _ eee f ‘eeteae| a 4 if 4 a 
ahs , : - es } Ped 
e 2 i > “ge 
a bop 
ee Bee 3 
a . 
hs & eG 
ee fee 
ae ee 
ik ‘ figs 
a ) by, ‘ae 
: eed - : my 
sea ae 
A Ngee’ 
a = 
ey - ne 
a) S tele 
tea ae! 
ss eae 
a7 Be 
P ro oy # is 
bang if Be 3 
ae es 
fs . as 3 
S 8 ak 
mi a3 
ee 7 : a 
a pee | 
i Bet 
cs H ae 
6 ‘ a 
ont ae 
aiok a 
: ‘+ | aa ; 
4 5 \ ; e 4 
ms = 
to { Ei 5 
ne 24 
es, re 
£ ie a 
a 
wi a? 
Bs se 
f m7 oe 
£ “ 4 ne 
04 eee 
Es a 
ae siiuionsilihaaaeahinaae me 
“yf ele ea e. PP Rea ae . Upataedieee Meg 1 ae a 4 3 + al ies S Sie Re Sie gene. st Be F Zon he Ween a ve 2h a oe “ei Eee wre far ee <a pi Get 4 
ER ap ge eke ata Pocersaey bee ieee le cee gtr ie Se artery (St ae Seem t 6 Kae reese = ee Se | Ge I re 


Writing advertising with both ends of the pencil has 
helped a lot of campaigns step up from “good” to “great.” 


And pretty generally there is a similar change in the 
sales of the products advertised. 


YOUNG & RUBICAM, INC. avvertisinc 


New York Chicogo Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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You Ought fo Know . 


Back in 1918, an eight-year-old tyke 
named Irene rode a mule through the 
streets of West Monroe, La., delivering 
copies of the Monroe World. 

This year, on June 15, that same news- 

paper published an 80- 

s £y page special issue dedi- 

cated to that same little 

girl, now a witty, 

charming, mature wo- 

man and the advertis- 

ing director of the pa- 
per 

Not many newspa- 
pers dedicate an entire 
issue to a staff mem- 
ber—an issue, inci- 
dentally, that is loaded with full-page ads 
saluting one. But then, not many news- 
papers can boast of having an Irene Reid 
on the staff for 34 years. 

In the early days of her newspaper ca- 
reer—after she moved up from the job 
of delivering papers—Irene hiked across 
the bridge to Monroe to work during the 
day and then walked back to attend 
school at night 


Irene Simms Reid 


m® A child of very limited means (her 

mother had died before she was eight), 

Irene lived with her grandmother and 

i ound her early salary barely enough to 
y tuition and the tolls on the bridge. 

! ® Irene was ambitious. And she had 
the personable manner, a feeling for peo- 
ple and an understanding of human na- 
tlre that put her ambitions within reach. 

Jn turn, she moved up in the circulation 
d@partment, worked in the composing 
rapm, the mailing room and, of course 
a advertising department. There are few 
s on the Monroe World and News-Star 
t Irene doesn’t know from personal 
erence 
hatever job Irene happened to be 
jing down at the time received the 
id touch. Just listen to what some of 
Monroe citizens had to say about Irene 
Mepuid advertising in the special issue: 


a a Silverstein, department store 
operator: “I could quote many reasons, 
Ire, why you have made your way to 
thé top... You have learned the value 
of time; the pleasure of working; the obli- 
gation of duty; the virtue of patience... 
Yq@b know the power of kindness; the dig- 
nity of simplicity; the worth of character; 
the success of perseverence. It’s easy to 
see why you are proclaimed one of the 
outstanding women advertising executives 


- « Irene Simms Reid 


of the nation.” 

Radio Station KMLB: “Irene, our 
friendly competitor, we have always re- 
spected your cooperation with us... your 
friendly attitude, your pleasing person- 
ality have made our acquaintance one 
we'll never forget.” 

Wilson Ewing, editor and publisher of 
the World: “I have watched through the 
years with keen interest and admiration 
of your progress, and I can say that you 
are without question one of our most 
valued employes. I say this because it is 
so, and because I have never called upon 
you for any assignment but what you 
didn't only do it well—you did it better 
than I had expected.” 

The News-Star-World employes: “Don’t 
tell her, we respect and love the ol’ gal 
...She’s wonderful.” 


® As might be expected, Irene Reid loves 
her work. She gets a kick out of new ideas. 
For example, when she heard that the 
Brown paper mill was moving to Monroe, 
she sparked a promotion that wound up 
with an entire 64-page section printed on 
brown kraft paper. 

And when her husband died about five 
years ago, Irene found herself with com- 
plete responsibility for the management 
of a real estate concern. Irene took it in 
stride. The business is flourishing. 

Today, partly because she likes to keep 
busy and partly because she wants to 
promote real estate linage, she builds 
homes in the Monroe area. When the 
houses are complete, she employs her 
talents as an interior decorator and turns 
every house into a model home—and then 
promotes it. 


@ Several years ago, Irene decided that 
the World needed a food page. No food 
editor was in sight, so Irene took over 
the job. Today, the paper enjoys a thriv- 
ing food section with a high feminine 
readership and a lengthy list of food ad- 
vertisers. 

You have to visit a Newspaper Adver- 
tising Executives Assn. meeting to really 
see Irene Reid in action, however. Look 
for a group of people who obviously seem 
to be enjoying themselves and, chances 
are, you'll see Irene Reid in the center of 
the activity. 

Chances are, too, that within two or 
three weeks, you'll see a few new twists 
in the advertising columns of the Monroe 
World and News-Star. And the linage 
will probably be up a bit too. 


Mail Order and Direct Mail Clinic... 


Put Punch in Follow-Ups 


By Whitt Northmore Schultz 

“When do you stop sending follow-ups 
to prospects?” I asked a highly successful 
mail order operator the other day 

“Not until he buys or dies,” he said 

A large midwestern manufacturer, the 
story goes, wanted to boost sales. He de- 
cided on a direct mail campaign, sparked 
by personal letters. 

After many conferences it was decided 
that a series of letters would be sent to a 
list of good prospects. The campaign be- 
gan. Letter No, 1 flopped. Letter No. 2 
wasn't much better. Letter No. 3 didn't 
even pay for the postage. 

Discouraged, the top management or- 
dered a conference. The meeting was not 
pleasant. But somehow the promoters 
convinced managemeat that one more 
letter should be tried. 

That letter was mailed. It was a win- 
ner. It paid for all the earlier letters in 


the campaign. It also paid for itself, and 
a handsome profit resulted. This con- 
vinced the top brass that consistency in 
direct mail pays dividends. 

Follow-up letters to prospects must be 
strong salesmanship in print. They must 
inform, amuse, persuade and do lots of 
other things while subtly getting across 
the sales message. 

Effective opening paragraphs are the 
attention-getters in follow-up letters. 

Here are some ideas for opening para- 
graphs: 


® 1. What have you decided to do about 
your advertisement in our September is- 
sue? 

Should we repeat your last advertise- 
ment? Or, are you planning to send new 
copy? Won't you let us know immediate- 

° 


2. This is a showdown! 


I'm tossing all my remaining chips in 
the pot and laying my cards on the table. 

3. Are you skeptical? 

Do you want more proof? 

Or, have you just overlooked sending 
your order for...? 


@ 4. Frankly, I’m puzzled! 

After writing you FOUR letters about 
the marvelous job our newspaper has 
done for your competitors, and showing 
you sworn testimonials about the kind 
of job we can do for you now, you still 
hesitate. How come? 

5. You must have a good reason for not 
enrolling immediately in our school which 
Suarantees you success in public speak- 
ing. 

6. I'm writing you this hunry-up letter 
from New York to remind you te order 
your stamp holders now so you can earn 
plus profits from eager-to-buy Christmas 
shoppers. 

7. This letter is so important to you— 
so urgent—that we hope you'll let us 
have your reply by return air mail. 
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8. We're addressing this letter to you— 
the top man in your fine organization. 
You are the one to decide if your sales 
curve will continue upward by using our 
mail order counseling service. 

9. Why do you hesitate? 

You could be earning hundreds of dol- 
lars a month extra right now if you’d be- 
come a Smith & Co. dealer. And here’s 
how... 

10. This is your last warning. Fire can 
ruin you. You and your loved ones can 
be fully protected if you take out this 
new, complete coverage policy. 


s Your follow-up sales letters must carry 
a greater impact than ever before because 
they'll be competing with big news—for- 
eign, domestic and political—during the 
rest of 1952. 

You can make your direct mail profit- 
able if you remember to show your pros- 
pect how he gains by using your service 
or your product. Hard-hitting follow-up 
letters are effective allies in your battle 
for sales. 


What's Wrong With This Ad? 


By Clyde Bedell 


a 


was offering at the time. 


Here is a full color full page from a national magazine. How do you rate the 
ad? I have covered the signature just for fun—so you can wonder a little what 
it’s all about—in case you didn’t see it and don’t remember the advertiser. 


The covered signature reads: AMERICA’S FAVORITE CHAMPION SPARK 
PLUGS. This is a nice kind of ad to create—in a way. Because after you have 
created it, you can use it for spark plugs, furnaces, television sets, pianos, shutters, 
storm windows, venetian blinds, dishwashing machines, coffee vending machines, 
tabulating machines, postage meters, parking meters, overhead cranes, or 
toilet tank flush valves. To say nothing of a thousand other items, large and small. 

The ad can be used year after year, over and over again. It must be wonderful 
to have a product so easy to sell that there is nothing whatever to say about it, 
so easy to sell that the fabulous opportunity for conveying ideas in print for 
a purpose, can be entirely ignored in expensive space. You’d never have to change 
“GET SET for,” but just the following word. 

For winter you could show a kid standing with a sled while snow falls. In the 
fall a boy poised, awaiting the whistle before kicking a football. In the spring... 
well, that’s a toughie. It would be a little hard to tell in the spring which would 
sell more spark plugs, a boy about to drop a line in a river...or in a pond, but 
you have to be prepared to face just such tough problems in selling things. You 
could make a survey, I think, and find out... pond, or river, or maybe lake, 
brook, or sea. You’d surely want to use whichever would sell most spark plugs, 
or pianos, or cup hooks, or lawn sprinklers, or whatever your all-purpose ad 


Although we usually discuss a retail ad in this space, we 
will occasionally use a national ad to demonstrate that 
retailers aren’t the only ones who are using costly space 
less efficiently than they might. 
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IT’S 10 a.m. 
IN THE MIDWEST 


... coffee 
klatsch 


time! 


Farmers in 8 Midwest States 
Buy 50% More Packaged Foods 
Than City Families 


* 
Between three hearty meals—break fast, 4 
dinner at noon and supper—comes “‘coffee 3 
klatsch time’ on Midwest farms. 

Food planning and preparation is a big- 
ger job on the farm than in the city home. 
Families average larger. Outdoor appetites 
are bigger. More home meals are served. 
For help with her job the farmer's wife 
depends upon the food editor of her farm 
paper—and upon her nearby grocer. 


MIDWEST FARMERS ARE BIG BUYERS 


Bear in mind these facts about the 8 Mid- 

west states as a market for your product: 

@Farm incomes are double the average for 
the nation. 

e@Farm families buy 50°; more packaged 
foods than city families. 

@ Rural population predominates in the 8 
Midwest states, and 


@ 1,262,107, or 8 out of 9 farm families depend 
upon localized Midwest Unit Farm Papers 
as their chief source of information of all 
kinds. Buy the Unit—one order, one plate 
at a substantial saving in rates. 


i 


OFFICES OF MIDWEST REPRESENTATIVES AT 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Blvd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVINGe 
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Employe Communications... 


Editors’ Group Hustles Up the Vote 


By Robert Newcomb and Marg Sammons 


An enterprising group of editors of pub- 
lications for employes—the American 
Assn. of Industrial Editors—has embarked 
upon a noteworthy and commendable ac- 
tivity. Its members have decided that it is 
all well and good to 
urge voters to the polls, 
but as a practical pre- 
liminary, it would be 
fine to get them to 
understand the issues. 

The editors, in a 
statement, realistically 
observe that “this does 
not mean the formation 
of some new group to 
set up new pressures— 
we have too many of them now, often 
each other’s efforts. What 
must be done, can be done within the 
capacities of an existing organization.” 
The editors seem to think that an ap- 
propriate organization is their own Ameri- 
can Assn. of Industrial Editors; after an 
examination of their plan, one is inclined 


Stewart Jones 


duplicating 


to agree 


@ This group takes the view that the 
Meee of employe journals—estimated to 
Number somewhere between 30 and 50 
Millions—should be encouraged to study 
the issues, ask the candidates, and vote 
mccording to their findings. To reach this 
Yast voting audience, the association is 
gonducting a contest among the 6,000-odd 
Bditors of company publications for em- 
loyes 
The winners will be those editors who, 
1 the judges’ opinion, exercise the best 


on 


ht A 


2 


Tips for the Production Man... 
:- 


persuasion in getting voters to investigate 
and understand what it is they are voting 
for. Stewart Jones, who edits “The Log” 
for the Champion Paper & Fibre Co., 
Hamilton, O., and who is an association 
vice-president, is supervising the contest. 
Entries are to be appraised on the basis 
of estimated over-all effectiveness, edi- 
torial ingenuity and sincerity. 

The contest, which is already off to a 
lively start, got an unexpected push in 
the right direction from Raymond Moley 
who, as a contributing editor of News- 
week, had just completed a few pointed 
remarks at the Waldorf-Astoria in New 
York City before the General Management 
Conference of the American Management 
Assn. Said Moley: 


s “The time has passed when manage- 
ment can stand on the sidelines and re- 
gard political trends as something which 
may affect them but in which their ac- 
tivity has no part...Political life encom- 
passes all of us and we shall all take off 
our coats and participate, or we shall all 
likewise perish.” The employe publica- 
tion, it would appear, has a considerable 
readership to which management has ac- 
cess, and most of its readers are voters. 

This particular association contest looks 
good for several reasons: It cannot help 
but stimulate thinking about political is- 
sues at the plant level all over the coun- 
try. It should have a definite result in 
getting more people to the polls. It should 
encourage a new interest in political ac- 
tion among those in industry, not only 
for 1952 but from now on. These are good 
targets. 


; The Evil of Uneven Leading 


By KennetH B. BUTLER 

One of the most common and flagrant 
violations of good typography today is to 
be found in careless, sloppy, and thought- 
less leading out of lines merely to make 
the text gaaterial fill a given space 

To illustrate: let us suppose that the 
text material for an ad or catalog page 
is set in 10 point Bodoni on an 11 point 
slug. The first column fits nicely and the 
type is run as it comes from the type- 
setting machine. In an adjoining column 
the material, as written, does not quite 
fill. So the production man merely has his 
compositor lead out that column to fill 
the intended space. Thus column two 
may end up 10 point on 11, with 4 points 


of additional leading, or 5 points in all 


2 The result, naturally, reveals adjoining 
columns with inconsistent leading, thus 
destroying the “color” of the text mate- 
rial. Excessive leading, particularly when 
inconsistent, is as bad in appearance as 
insufficient leading. 

The same unsightly appearance ensues 
when the number of lines in captions in 
adjoining columns vary in length—either 
the cut alignment is destroyed, or cap- 
tions must be leaded out to fill space if 
cuts are kept in alignment. 

There are several remedies, but all 
must be met courageously in the prepara- 


tory stage. The first solution is to write 


Effect of Price Control Under CPR 121, you arc temued ia 
On Pressroom leveloping your coms and ulumatcty 
Wage Increases your pres lor pre oo ems, (0 
fiers 2 the wage cates in cflect on July 3 

. a 1951, oF wage ates which do not ex 

Z idea cod 12.2% under Wage Suabiliration 

/ om fe Ko culagom 6 and 8 Accounung Bul 

nt Betowe gov ketem No 182 reports revncd budgeted 

hour cant rates adgusted to meet the 


wwereascs granted to prowmen and 
samt. (leeders) under anion 
The increases negotiated un 
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that in working out ye 
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TRY TO AVO!D THIS—Unequal leading of text 
in adjoining columns is considered an 
impairment of good typography. Various 
suggestions for avoidance are given in the 
accompanying discussion. 


copy to fit, using any of the various easy 
and dependable copy-fitting methods. The 
second is to provide additional copy to 
fill the space so as to avoid excessive 
leading. This is not hard to accomplish, 
particularly if a paragraph ending with 
a long line is chosen as the spot for addi- 
tion of words. Two or three words usually 
suffice to extend the copy by one addi- 
tional line. 


# Another method is to apply the extra 
space to other places in the column where 
white space is more appropriate. Sach 
spots might be above or below illustra- 
tions, above initial letters, above head- 


lines or subheads, or around tabulated 
listings. 

I had occasion recently to review with 
a group of industrial editors the over-all 
typography and makeup of their publi- 
cations and house organs. Eight out of 
ten of them were violating this basic 


The Eye and Ear Department... 


Advertising Age, August 4, 1952 


principle of good typography. 

How about your material? In adjoining 
copy blocks do you have 12 lines in one 
column, 11 in the other? This fault is not 
hard to remedy if the production man is 
on the lookout for it and has regard for 
the niceties of spacing. 


Fresh, Different, Funny 


Heralded by a three-page preview in 
Life magazine, “Mr. Peepers” made its 
debut on NBC-TV Thursday night, July 
3, at 9:30. 

“Mr. Peepers” is sponsored by the Ford 
Motor Co. It features a flat-chested, horn- 
rimmed bespectacled individual known as 
Wally Cox, who portrays a shy, timid, 
bewildered science professor by the name 
of Robinson Peepers. 

Peepers definitely belongs in the 
Milquetoast family. Your reviewer has 
been unable to obtain a genealogical re- 
port on the individual, but he is quite 
likely a nephew or cousin of the Re- 
nowned Caspar. 

Set in an academic atmosphere, “Mr. 
Peepers” is a sort of “Halls of Ivy” with 
an “I Love Lucy” set of characters and 
plot. Where “Halls of Ivy” is witty and 
charming, “Mr. Peepers” is farcical and 
funny. Its characters are cut out of card- 
board, but by a cutter most adept at cari- 
eature. They are also given some enor- 
mously funny lines. 

For example, Miss Dean, the music 
teacher, bumbles into Mr. Peepers’ class- 
room while he is lecturing an imaginary 
class. Sensing him as a lonely, shy in- 
dividual, Miss Dean asks him if he would 
like to join the glee club. Does he sing? 
“I used to sing when I was a boy,” Mr. 
Peepers confesses. “But I quit when I 
was 13.” He looks at her, wondering if 
he may dare confide in her the reason. 
He finally summons the courage. “My 
voice changed,” he admits. Then, as a 
pitiful, irrelevant explanation, “It got 
higher,” he tells her. 

Cox, despite the character he portrays, 
is a highly sophisticated comedian. The 
show itself is fresh, different and funny. 
It should improve, and some of its creaki- 
ness should vanish, after several airings. 


SCIENCE TEACHER—Wally Cox stars as “Mr. 
Peepers” on NBC-TV’s new Thursday 
night comedy series. 


It represents a welcome departure from 
the usual variety, quiz or private eye 
show, which is typical of Ford’s approach 
toe television. 

There are two main commercials—one 
on film, which repeats the car-seen-from- 
every-angle that one has been led to ex- 
pect on TV shows sponsored by motor 
companies—and the other spolzen by Dr. 
Roy Marshall which, like most of Dr. 
Marshall's commercials, is interesting, in- 
formative and laden with sincerity and 
conviction. 

Ford strikes one as an advertiser un- 
willing to bet on the sure thing—which 
worked yesterday—but eager, rather, to 
uncover the exciting, stimulating thing 
that will sell tomorrow. It is an admirable 
trait, full of patience and probing, that 
should eventually make TV a medium in 
its own right and not just an offspring of 
radio or Hollywood. “Mr. Peepers” has 
had an auspicious beginning. 


were reported to be males 


and 95% of these are men 
62. (b) 


65. (d) 


66. (d) 


122; black and white 144. (These are, 


67. (a) 


68. ic) 


3320; Liebmann 2300 


Beverages, 4 companies, 5.2%; 


Answers to Questions on Page 39. 


61. (b). Of course, there are no figures on the percentage of females, if any, that should 
have been arrested - but, according to the records of the FBI, men are more trouble- 
some, total male arrests totaling 717,088. The biggest single cause of arrest—amounting 
to 23% of all—was drunkenness. About the same proportion of men and women appear 
to commit all committed crimes, except for rape, for which all 9323 offenders in 195) 

According to a fascinating document entitled “Prisoners if 

State and Federal Prisons and Reformatories,”’ 0.1% of our population is behind bars 


According to John Kieran, who knows everything (in his Information Please 
1952 Almanac), the mumber babbling each of the indicated tongues, which are also the 
four leaders, are in millions: Chinese 459; Indio 225; English 2235; Russian 180. 
To find the median, rank the numbers. The one exactly in the middle (or as 
close as you can get to that, if there is no middle item) is the median. 

Linages for the indicated papers, according to the Media Records’ tabulations, 
: Milwaukee Journal 45,800,000; Chicago Tribune 45,500,000; L. A. Times 42,300,000; 
News 33,700,000. The New York Times was fourth with 41,200,000 

(ec) is definition of “Sets in use.” (a) is share of audience. (b) is a projectable 
rating and, in a strict sense, an acceptable answer to the question; however, it is not 
how “TV ratings” are commonly used in TV research. (d) is a better answer 
According to data calculated from Starch reports for the 12 months ending 
June, 1951—and representing some 13.475 different ads in about 170 total issues, the fol- 
lowing noters per dollar are estimated for non-bleed units, all categories. One page, four 
color 148; two color 124; black and white 157. One half page, four color 145; two color 
of course, long-run averages, based on ads that 
were actually run. There is no positive assurance that identical ads would have per- 
formed as the measured data did. Also, the figures count noses only and divide by cur- 
rency; They make no allowance for any possible differences in impact.) 
1,181,487, to be precise, in case any to-be-engaged girls happen to be reading 
Total value was a mere $110,562,322. Peak year for carated American babes was 1946, 
when 1,623,477 washed ashore here. Source is the Jewelers’ Circular—Keystone. 
Official figures for 1951, released by American Brewer, show the following fig- 
ures for the top beer-sudsers: Schlitz 572); Anheuser-Busch 5430; Ballantine 3990; Pabst 


69. ‘c). The Townsend “27 po'!nts” which first loomed on the advertising horizon in 1936, 
created a considerable furor in advertis'ng circles 

70. ‘c). According to the study, reported in AA, Oct. 1, 
dustr‘es were: Drug & Cosmetics, 11 compan'es, 23.0% of Sales (est. 1951); Aleoholic 

Textiles & Clothing, 9 companies, 3.3%; 

compan:es, 1.4%; Insurance, 5 companies, 0.2% 


1951, figures for the listed in- 


Automotive, 4 
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The Saturday Evening 


wis POST 


MERCHANDISING SCHEDULE 


Here’s how the POST’S point-of-sale 
program blankets the nation this month 
—product by product, in market after 
market, week in, week out! 


WEEK OF AUGUST 4 


1000 “POST Recogn'zed Values’’ promotion kits 
mailed to independent druggists in Louisiana, Arkansas and 
Michigan... to proprietary stores in Pennsylvania . .. and 
to druggists who have requested kits for repeat promotions. 


Weekly POST Item Promotion Service sent to all leading 
department stores. 
500 hardware wholesalers get semi-monthly Post Hard- 


ware News. 


POST Retail Field Force makes total of 75 personal calls 
on leading retailers each week. 


1000 electrical distributers receive semi-monthly POST 
Key Line Club News. 


POST Automotive Markets and Quotas Book received 
by leading automotive jobbers. 

500 leading men’s wear stores get semi-monthly POST 
Item Promotion Service. 


Leading furniture and department stores are sent 
POST Home Fashion promotion kits. 


POST “Back to College’’ promotion starts in leading 


men’s wear stores. 


WEEK OF AUGUST 11 


9000 automot've jobbers, manufacturers, their agencies 
and salesmen receive POST Key Line Directory and POST 
Selling Slants. 
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¢ the hottest thing this AUGUST! 
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Weekly POST item Promotion Service mailed to all 
leading department stores. 


POST Retail Field Force makes total of 75 personal calls 
on leading retailers every week. 


WEEK OF AUGUST 18 


POST Item Promotion Service goes to 500 leading men’s 
wear stores. 


22,000 key people—automotive manufacturers, their 
agencies, jobbers’ salesmen, and members of trade associa- 
tions—receive first 6 months’ report on POST leadership in 
automotive advertising. 


75 personal calls on leading retailers are made each 
week by POST Retail Field Force. 


POST Hardware News received by 500 hardware whole- 
salers. 


Weekly POST item Promotion Service mailed to all 
leading department stores. 


1000 electrical distributors get semi-monthly POST Key 
Line Club News. 


WEEK OF AUGUST 25 


All leading department stores receive weekly POST 
Item Promotion Service. 


POST Retail Field Force makes total of 75 personal calls 
on leading retailers every week. 


9000 automotive jobbers, manufacturers, their agen- 
cies and salesmen get POST Key Line Directory and POST 
Selling Slants. 


POST Family Shopping promotion kits distributed to 
more than 3000 participating independent and chain food- 
store operators. 
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Washington Apple 
Growers Urged to 
Boost Ad Effort 


Yakrma, Wash., July 29—The 
Washington state apple industry is 
faced today with serious competi- 
tive challenges that can only be 
met by an intensified advertising 
and merchandising program. 

This message was delivered here 
by Reuben G. Benz, a leading ship- 
per, before the annual convention 
of the Washington State Bankers | 
Assn. Mr. Benz, a former member | 
of the Washington State Apple) 
stated it is impera- | 
tive that more money be spent for 

idvertising Washington apples | 

Ce4ling attention to some funda- | 
mental changes in the industry 
during the past 40 years, Mr. Benz! 
“noted that per capita consumption | 
of apples has declined from 90) 
pounds a year to 30 pounds, as 
oranges, bananas and fresh pro- 
duce became available the year 
round 


Commission, 


s At the same time, he said, higher | 
freight rates tend to push Wash-| 
ington apples farther away from | 
major markets. 

Mr. Benz also pointed out that} 
midwestern and eastern growers 
are producing better apples and 


ave improved their merchandis- | 
s practises | 


| 
Another change cited by Mr. | 
nz is the growth of self-service 
Markets. This has resulted in more | 
“impulse” buying, he pointed out.| 
b take advantage of this, the| 
ashington ~apple industry was} 
_ to do two things by Mr. | 
nz 


‘irst of all, he said, there must! 
extensive advertising so that, | 
fore a shopper even enters the| 
re, “she must already have been | 

id over and over again to look 

Washington apples.” Secondly, | 

idded, the dealer-service men} 

ployed by the apple commis-| 
si@1) must stimulate the enthusiasm 
Ofthe merchant and advise him on 
thy proper handling and display | 
* fruit, for maximum turn-| 
o¥er and profit.” 

Emphasizing the importance of | 
sfending enough, Mr. Benz de-! 
elared, “We can't educate con- 
s¥Mers with a half job of advertis- 
i ’ He attributed the high prices 
iz. ived for this past season’s short 
crop to “the cumulative effects of 
15 vears of advertising Washington | 
State apples.” 


@® “Advertising is not a cost to the 
grower,” Mr. Benz “but a! 
self-liquidating cost levied on the 
consumer. For the grower, adver- 
tising Is an investment, an invest- 


8x1i0 | 
GENUINE 
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said, 


SELL BETTER! 


53-59 E. Illinois St., Chicago 11, dilinels 
. Phone: WH itehall 4-2930 


ment that will pay handsome divi- 
dends.” 

The apple commission places its 
advertising through J. Walter 
Thompson Co 


Little Giant to Mace Agency 
Little Giant Products Inc., Pe- 
oria, maker of power sweepers and 
industrial truck equipment, has 
reappointed Mace Advertising, Pe- 
oria, to handle its advertising. For 
the past two years, Kenneth D. 
Butler & Associates, Mendota, IIL, 
has been handling the account. 


Goerl Appoints Savela 


Martin Savela, formerly with 
copy departments of Young & 
Rubicam and Needham, Louis & 
Brorby, has joined the creative 
staff of Stephen Goer] Associates, 
New York. 


Graham Co. Appoints Agency 
Graham Co., New York, has 
named Hilton & Riggio, New York, 
to handle advertising of its na- 
tionally distributed lines of Red- 
bow nuts and dried vegetables. 
Television will be used chiefly. 


Meader Joins Erwin, Wasey 


Ren A. Meader, formerly as- 
sistant advertising and sales pro- 
motion manager for General Pe- 
troleum Corp., Los Angeles, has 
joined Erwin, Wasey & Co., 
Angeles, as an account executive. 


He has been with General Petro-| 


leum since 1940. 


Trimming Corp. Plans Drive 


The “most extensive national ad- 
vertising program” yet undertaken 
in the trimming industry is 
planned by Consolidated Trimming 
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Corp., New York. Ray Austrian & 
Associates will handle the cam- 
paign. Schedule inaludes the fall 
and winter issues of Good House- 
keeping, House & Garden, McCall 
Pattern Book, Today’s Woman and 
Woman’s Day. 


Carmel Inc. Names Agency 

George Carmel Inc., New York 
producer of women’s suits and 
coats, has appointed John C. Dowd 
Inc., Boston, and Dowd, Redfield 
& Johnstone, New York, to handle 
its advertising. Magazines will be 
used. 


for your ads in Providence — 


Why METRO gets 


and in the rest 


of the country, too! 


] A chimp named Sheba supplies part of the 
answer. Sheba’s picture was on the cover of Mighty 
METRO in Providence a few weeks ago. Sheba is a 
Rhode Island chimp! When you pick up any other 
mass magazine, you may see a chimp, but very rarely 
a home-town one. One reason you get more readers 
in Metro is that Metro is locally slanted! 


4 


Metro is part and parcel of 28 great Sunday 
newspapers —the Number One newspaper in city 
after city, the papers you would pick on one-paper 
lists. And readership studies show that Metro is the 
hest-read part of these papers! People feel at home 
in Metro because Metro is home-grown 
the community, a mirror of their own particular way 
of life! 


a part of 


¥ 


; 
~~ 
~ 
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In Providence, nearly every family read- 
Metro every Sunday. In more than 500 cities of over 
10,000 population, Metro reaches 50°, -100% of the 
families. In all 162 U.S. metropolitan areas, Mighty 
METRO averages 49° coverage! No other mass 
magazine is close! By reaching more people, by get- 
ting closer to them, you'll sell them more readily in 


Metro than in any other magazine! 


Mighty METRO in Providence is The Rhode Islander, the Sunday magazine of the Providence Sunday Journal 


Nothing inforeete poople like themeolvoce! 
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Boosts Wendell Clough to A.M. Names Eichelberger S.M. Reynolds Buys Fall TV Show johnson Co. Boosts Beecher 


Wendell S. Clough, who joined W. R. Eichelberger, formerly a Reynolds Metals Co., Louisville, Corydon M. Johnson Co., Beth- 
the sales staff of Bell & Gossett member of Robert Heller & Asso- has named Russel M. Seeds Co., page, N. Y., has promoted Michael | 
Co., Morton Grove, IIll., as a sales- ciates, Cleveland management con- Chicago agency, to handle a tele- J. Beecher to director in charge of 
man in 1948, has been promoted to sultant, has been named general vision show starring comedian the agency's advertising, sales pro-| 
advertising manager, a new posi- sales manager of the flexible pack- Eddie Mayehoff over the NBC-TV motion and public relations activi-| 
tion. The company makes hot wa- aging division of Shellmar Prod- network Sundays 7:30-8 p.m., EST, ties. He joined the organization in 


‘ ter heating equipment. ucts Corp., Mount Vernon, O. starting Oct. 5. Seeds will film the 1951 as an account executive. 
LP show in its Hollywood studios. 
Laskey Joins CBS Spot Sales _—‘ Pet Milk Promotes Ellis Peterson Promoted to S. M. 
Ronnie Laskey, formerly sales. Gordon Ellis, assistant director Otto & Co. Promotes Hand C. L. Peterson, midwestern re- 


representative for WPEN, Phila- of advertising, has been promoted Loita Hand, accountant for Rob- gional manager, has been named 

5 delphia, has been named assistant: to merchandising manager of Pet ert Otto & Co., New York, for the general sales manager of the in- 
: traffic manager of CBS Spot Ra- Milk Co., St. Louis. He has been past five years, has been promoted dustrial division of Minneapolis- 
; dio Sales, New York. with the company since 1940. to secretary of the agency. Honeywell Regulator Co. 


The rapid growth of the 
frozen food business in St. 
Paul has presented a real 
e opportunity to processors, 
Look at the percentage of 
families buying certain types. 
of frozen foods in 1952 
against the purchase in 194 
as reported by the St. Pa 
Consumer Analysis. 
% FAMILIES 
BUYING — 
19491982 
Frozen Vegetables . 37.1% 54.4 
Frozen Fruits ..... 30.7 40.4 
Frozen Poultry .... 11.7 36.8 


(iu 


paages! 


In the case of frozen oran 
juice, the 1950 Consum 
Analysis showed an 11.7 
family user-ship. By 1952 + 
potential for sales has almo 


tripled with 40.2°/, of the fa 


y] Through six pairs of eyes. Here are six 3 Here’s another thing that makes people read ilies buying. 
Providence art students painting the Rhode Island Mighty METKO more eagerly than other mass mag- 

State House. Their paintings were exhibited in Mighty azines: local retail advertising ! People look for good 

METRO Jin Providence. Because Metro is individually buys in Metro—and find them. Retailers know the 

edited in more than 20 cities across the country Metro terrific pull of Metro. Leading stores, like The Outlet 

can consistently present what interests people most: in Providence, advertise regularly in Metro—a shop- 

themselves, their neighbors, their home town! ping place for nationally and locally advertised goods. 


NotHiNG. SELIG PEOPLE LiKE METRO custeaiaaal 


DAILY 


Such drastic changes in buying 
habits in this and other classi- 
fications mean that every day 
new families are being won 
over to the use of new prod-: 
ucts. Establishing a consumer 


Mighty Metro—with the world’s largest magazine audi- 
ence—is an advertising medium composed of 28 Sun- 
day Magazine Sections, each of which is individually 
owned, edited and distributed by a leading American 
newspaper. These newspapers are: 


ATLANTA Journal-Constitution MINNEAPOLIS Tribune > . 
BALTIMORE Sun NEW ORLEANS franchise for your brand with 
BOSTON Globe and or Herald Pa oo & States local advertising during these 
BUFFALO Courier-Express NE Oo ews ° H 
CHICAGO pot ne . PHILADELPHIA Inquirer early growth stages is like 


PITTSBURGH Press money in the bank. 


“INCENNATI Enqui 
CANCERS Suguiver PROVIDENCE Journal 


/ELAND P. Ded 
payee one ming her ST. LOUIS Globe-Democrat 
eri ‘ and/or Post-Dispatch 
DETROIT News and or Free Press ST. PAUL te Pros 


What kind of people buy your 
oduct? How old are they? 


HOUSTON Chronicle SEATTLE Times 

INDIANAPOLIS Star SPRINGFIELD Republican ow much money do they 
LOS ANGELES Times SYRACUSE Post-Standard make? Where do they live? 
MILWAUKEE Journal WASHINGTON Star The answers to these questions 


and many others are available 
through IBM breakdown of St. 
Paul Consumer Analysis data, 


Metro Group Editorial Bureau (New York) * MUrray Hill 7-5200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Sales Offices for Metro Magazines and Metro Comics 
NEW YORK: MUrray Hill 7-5200 


oa 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 Ss QD i 
SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 t- Pant, » ispatr 
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WHAT PEARLS! 


To save you the eyestrain of counting, there are 100,000 pearls in 
the Gown worn by Model Billie Nelson, ‘Pearl Girl’ of the annual d'striby'or con- 
n of the Emerson Radio & Phonograph Corp., New York. Incidentally, that’s 

a 17” mother-of-pearl TV set emerging with Billie from an oyster shell. 
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EYE-STOPPER—This attractive outdoor poster has been put u> 
on U. S. Highway 65 by the Santa Fe Chamber of Commerce. 


THEY MEAN YOU—H. Fierson Mapes, v.p. of Hutchins Adver- 
tising Co. (agency for Philes Corn.), and William R. McAndrew, 
who directed NBC’s combined radio-TV coverave of the political 
conventions sponsored on NBC by Philco, mean business when 
they talk about the Advertising Council's get-out-he-vote drive. 
The sida they hold was televised frequent'y during more than 
100 hours of telecasting. At right, Lansing B. Lingquist, radio- 


\Santa Fe sic 


— LAND OF THE PUEBLOS 


<7 TURN RIGHT AT UNDERPASS —13 MILES © 
€ COOL NIGHTS INDIAN DANCES - OLD SPANISH TRAILS . 


” . Peg 


The 10x40’ sign features a large reproduction of ‘The Bu‘falo 
Dancer,” a famous painting by Gerald Cassidy. 


TV director of Ketchum, Macleod & Grove; S'g M'ckalson, CBS- 
TV special events director, and Robert M. lichter, sales pro- 
motion manazer of the consumer products division, Westinghouse 
Electric Corp., CES convention snonsor, look ov2r axother of the 
ad council's projects, recru'ting blood donations. Both sponsors 
cooperated with the ad council in presenting the public service 
massages alonz wth convention coverage. 
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CIGAR PACK—This new po-kage created 

by designer Edward Gustave Jacobsson 

for E. Regensburg & Sons’ Adm‘ration 

cigars feo.ures a de-.ut w ndow to allow 

view of five stogies. Jacobsson aimed at 

emotional appeal rather than brard loy- 
alty w.th this full-color pack. 


ADVERTISING WHILE YOU SLEEP—Betty Furness, who did Westinghouse product 

demonstrations du:ing the political convertions, is shown here catching 49 winks 

at the CBS-TV quarters in Chicajo’s International Amph‘theater. Batten, Barton, 

Durstine & Osborn makes it clear that Betty is reclininz—as she did much of the 

t.me for two weeks—on a Barcalounger cho'r, made py the Barcalo Mig. Co., 
Buffalo—a BEDO client. 


17° EAGLE WINGSPAN—That ind’cates the size of this new Budweiser spectacular 

in New Orleans. The sign is 46° high and wide. Anheuser-Busch’s trademark “A 

itself is 8’ high. The “Keep Cool” panel is painted and will stay unt'l the end of the 

election campaign. D'Arcy Advertising Co. is the axency and General Outdoor 
Advertising Co. erected the sign. 


Glenmore's 


PN i I ag oe 


Tee 


FILM REVIEWERS—The Stork Club's ber provides the backjround for this shot of 

some Business Week cl'ents called out by the magazine to review i's “Authority for 

Action’ color film. Left to right: Graham Rohrer, ad manager, Geergia Plywood 

Corp.; Merle Griffen, director of public relatiors, Shell Chemizol Corp.; Andy Dun- 

phy, ass'stant ad manager of Texaco; Mert Keel, Stell Chem‘cal’s ad chief; Edjor 

Grunwald, BW’s managing editor, and Herman Sturm, advertising and buzine:s 
manager of the magazi.re. 


THE LONG APPROACH —To take fu'l advantage of o 4.290’ ap- Tavern sgn was designed by DArcy Advertising Co. and put 
proach, Glenmore Distilleries has had its comparatively ‘small’ up by Foster & Kleiser. The sign, illu ninated at night, is seen by 
sign on Bayshore Hwy. near San Francisco rebuilt. The Kentucky as mony as 1,250,000 people a month. 
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eT Da rR, 


Idea suggested by JACK O'HARA, 
Valentine-Radford Advertising, 
Kansas City, Missouri 


In Chicago, it takes 2— 


to make your shots count 


BECAUSE . . . Chicago has outgrown the power of any single daily news- 
paper to reach even half of your city and suburban prospects.* 


Today it takes two daily newspapers to reach a majority of the 


market—and for MOsT net unduplicated coverage, one of your two MUST 
be The Chicago SuUN-TiMeEs! 


%* See your copy of the independent Publication Research Service study, “Chicago Daily 


Newspaper Coverage and Duplication, 1951,” or write us for details. 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


ao ay 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 550,293 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING MARCH 31, 1952) 
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The Voice of the Adv 


This department is a reader’s forum. Letters ar 


“other material” can only mean 
particularized marketing data. 
What kind of data? 

I am told this: “That’s all I was 
told to ask for. We'll be in touch 
with you again.” 

So a package 
about the trade paper is sent. A 


Says Agency's Secrecy 
Hinders Cooperation 

l'o the Editor: Advertising agen- 
indulge in what I prefer to 
call “Private Enterprise.” Defini- 
tion: They have an account about 
which they'll tell nothing. 


cles 


of information 


It starts like this: “Will you ; , 
please send us two or three back covering letter outlines—in the 
issues, plus market data, plus, broadest terms—editorial cover- 
audited circulation statement, plus| age, circulation and readership; 


plus services to the advertiser and 
his market. 

I wait a week to be contacted 
again. No word. 

I trot over to the agency. I 
fumble for a name. Soon, “Some 
One” from the media department 
comes out. A few fast questions 
are thrown at me. I still have not 
learned the name of the account, 
the product, what the agency has 
in mind to do with or for the ac- 


any other material you think is 
important.” 

I want to know the name of the 
account, the product and its ap- 
plication, distributing plans, if any. 

I am told this: “We are not at 
liberty to say.” 

How can I be of service on this 
call shooting in the dark? 

A trade paper is a many-sided 
animal because of its specializa- 
tion departmentalization The 


ertiser 


e welcome 


count. In a flash the interview is 
over, with: “I’m awfully glad you 
stopped in. You’ve cleaned up a 
few points for us. We'll be in 
touch with you again.” 

No one ever does. 

I am still in the dark. I don’t 
know what points were cleaned 
up; I don’t know if the agency has 
the account, or is “gunning” for 
the account. I don’t know whether 
a product or a service is involved; 
for sale to the prime manufacturer, 
or the replacement market. 

What and who is to gain? 

I have asked myself that ques- 
tion many times; and why do 
agencies persist in practicing “Pri- 
vate Enterprise?” Certainly the 
agency cannot be of real service 
to the account, for it is not seeking 


the best marketing facts of a publi- | 


| cation. 


you have given 


ARE DRUGGISTS PRAISING 


YOUR PROMOTION ACTIVITY 


program. Sales 


“Response is real- 


' as 
They will if you use 
ly terrific. Hope 


FEATURE DRUGS) === 


gram forever.” 


EATURE DRUGS” is the unique 


, , “Appreciate very much the 
plan developed by Westinghouse PPprect ig ee 
tne cooperation you are giving 
for localized advertising plus-merchan- ae 
dising support in the drug held. It is ; 
now doing a spectacular sales job for “No program in our “Surprised how many 
drug manufacturers in two of the na field has brought adtticnsl aie we 
make “through your 


tion's bigzest markets, Philadelphia and so many favorable 


Boston. And it is getting unprecedented comments."’ 
x s 
response from druggists in these areas! 
os i ad “You are doing 
' ee co @ grand job 
With “Feature Drugs” you get point- for us as well 
of sale contacts handled by a group of es the other 
; . druggists. mercha 
experienced drug merchandisers. You We've had a 
get pin-point promotions hundreds terrific demand 
‘ : for Shadow 
of leading stores, with distribution of Wave.” 


literature and samples where appropri- 


"Keep us informed 
on just what prod- 
ucts you are going 
to plug, so that we 
can keep them on 


display.” 


ate. You get regular reports on distribu- 
visibility, 
shelf positions, rate of sale, competitive 


tion, out-of-stock conditions, 


situations. You get millions of impres 
sions on a loyal and assured audience. 
For details, check KYW, WBZ 


Free & Peters! 


WESTINGHOUSE 


RADIO STATIONS INC 
WBZ + WBZA « KYW + KDKA « WOwWO 


O KEX ¢ WBZ-TV 


or 


and others.” 


“It has increased de- 
mand for larger size 
National Representatives, Free & Peters, merchandise.” 
except for WBZ-TV; for WBZ-TV, 

NBC Spot Sales . 


“You bring good will to the druggist, 
and I thank you for the advertising 


“Several favorable comments on your 


“A splendid public relations 


“This program is really clicking. The 
personnel are all on their toes. The 


the public sees it and asks for it.” 


“Your program serves a great purpose. It brings 
people into the drug stores for these products 
“The idea is very good. I'm sure it is paying off.” 


“The show is doing very well. 
We appreciate the help.” 


me over your station.” 


“Keep up the good work and 
we will double our sales of 
Dolcin.” 


“A generous, fine service 
to members." 


“Your program gives the 
store a friendly atmosphere, 
and that is one of the musts 
of a successful business.” 


have done very well.” 


“The finest thing ever done 
in advertising for the inde- 
pendent druggist." 


medium for pharmacy.” 


Feature Drugs display 
stand.” 


ndise is always displayed and 


“A mutually beneficial plan.” 


"Very beneficial. Customers 
have mentioned the pro; 
Mennen’s Skin Bracer has ~~ 
considerable increase in sales, 
as well as Chlorodent Tooth 
Paste. Not to mention amazing 
sale of Charles Antell.” 


“Keep up the good 


work.” 


“Have had more comments from 
this progrom than from any 
other form of advertising. Very 
pleased.” 


Advertising Age, August 4, 1952 
sary for protection of Arkansas 
Dailies Inc... 

In accordance with the state 
statute that prohibits the inducing 
of a breach of contract, Mr. Dan 
was enjoined by Chancellor Be- 
jach from inducing the breach of 
any contract that is held by Ar- 
kansas Dailies Inc. but held that 
he could represent that customer 
at the expiration of their contract 
and would be free to call on these 
papers prior to their contract ex- 
piration in the same manner as 
any other competitor. 

The impression carried by your 
story is that the suit was lost by 
Charles Dan and Newspapers 
South Inc. whereas the chancel- 
lor’s decree ruled in their favor, 
the only restraint involved being 
that of abiding by a state statute 


Certainly the media rep is not 
being used to an advantage—he is 
the best reporter of markets, mar- 
keting methods, research employed 
in his field. Over a number of 
years he has come to know his 
market well. He has worked it; ad- 
vertising managers have discussed 
with him their special campaigns 
run in his publication. Yes, he 
knows his publication and his 
market like the back of his hand. 

Yet, when a media rep meets 
the “Private Enterprise” situation, 
he is more than likely to be tagged 
something of a “dope,” because 
he talks “not knowing our account, 
its marketing problem.” 

What does the agency fear by 
keeping the name of its account 
hush-hush? What's to gain? 

JEROME J. BROOKMAN, 


Publishers’ Representative, (that concerns breaching of con- 
New York. | tracts. . 
+ . « Newspapers South Inc., with 


Amplifies Litigation Report | | headquarters i in the Union Planters 

To the Editor: On Page 3 of| | Bank Bldg. in Memphis, is headed 
your July 14 issue of Apvertisinc| by Charles Dan as president and 
AGE you carried a story concerning | | general manager. We have offices 
litigation between Arkansas) in New York and Chicago. Special- 


| Dailies Inc. and the writer and this | izing in the representation of sec- 


| 


| 
| 


vin a vague light so as to place the| firm, as the name implies, 


the 
will 
| writer and his company at a defi- | represent papers in the southern 
{nite harmful disadvantage. . |section of the country. The com- 
On May 16, 1952, Arkansas | pany’s list will be announced in 
Dailies Inc. filed a bill in chancery | the very near future. 
court asking for an injunction} CHARLES DAN, 
against Charles Dan and Newspa- | President, Newspapers South, 
pers South Inc. which would re-| Memphis, Tenn. 


strain them from soliciting or ac-| e bd e 
cepting the representation of any, Our Kennedy Was ‘John E’ 
customer of Arkansas Dailies or| To the Editor: About the great- 
customer who had been repre-|est honor you can pay a man is to 
sented by Arkansas Dailies during | get his name right, and keep it 
the period of Mr. Dan’s employ,| connected to his history. If you 
which dated back to May, 1944. | don’t, and he is alive, he is morti- 
The basis for the bill was a con-| fied when he realizes that someone 
tract signed in April, 1946, which| with a similar name may be get- 
restrained Mr. Dan from soliciting | ting credit for his accomplishments. 
the representation of any customer If he is dead, his heirs and ad- 
or former customer of Arkansas/mirers never rest until his suc- 
Dailies for a period of three years cess is unmistakably linked with 
after he left their employ. |his name and he is admirably cat- 
In his answer to the bill Mr. | aloged in their Hall of Fame. 
Dan asserted that the contract had There are many who will live to 
been abrogated by agreement in| see the day when the heroes of ad- 
December of 1946 when the com-_ vertising will have a Hall of Fame 
pany changed hands. He further that may rival accomplishment in 


company that presents the facts| ondary market newspapers, 


| asserted in his answer that had the any other field. Many dollars will 


| Bejach held that the contract had 
been abrogated 


its some day be cheerfully contributed 
to establish men like Lasker, Hop- 
kins, Kennedy, and others, in their 
creditable places in the history of 
our country. 

It is about this fellow Kennedy 
that I’m excited. In one instalment 
Of “The Lasker Story” you refer to 
him as: “John B. Kennedy, the 


contract not been abrogated 
contents were unreasonable. 
In his [final] ruling Chancellor 


in December of 
1946 and further ruled that had it 
not been abrogated the contract 
was unreasonable and void in that 
a three-year period was not neces- 


SELES 


IAN 


SIME 


La 


deadlines. The finest photoengravings 


is a priceless ingredient of advertising 
agency service . . . time measured by 
save agency time by reducing correc- 
tions and client complaints. Many 
leading agencies from coast to coast 
save time by having engravings made 
atCM&H. 


COLLINS, MILLER & 
207 NORTH mi 
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onetime Canadian Mountie...” etc. v.p. and director of research, J.| too, trying hard. 


In another article you call him: 
“John E. Kennedy.” 

Someone at AA could do adver- 
tising a good turn by turning out 
a good, short, factual word-picture 
of Kennedy. Get the name correct. 
Attach it to the right man. Maybe 
there are others like me, who might 
think he is the John B. Kennedy 
who rose to fame as Ambassador 
to the Court of St. James...or 
perhaps the John B. Kennedy who 
made quite a name for himself as 
a radio news commentator. Maybe 
our man is all three of them. Per- 
haps advertising was his stepping 
stone to greater fame. 

Anyway, our Kennedy, which- 
ever one he is, deserves our Hall 
of Fame recognition for being the 
first to come up with a saleable 
definition of advertising. When he 
said: “Advertising is salesmanship 
in print” he threw the ideal of 
good copy so high into the sky 
that copywriters will always be 
called dreamers, star gazers, magi- 
cians, or screwballs, until their 
copy clicks, then they'll be called 
angels. So, for the record, let’s see 
that the public isn’t associating 
some one outside of advertising 
with our man Kennedy’s ideal goal 
for good copy: salesmanship in 
print. 

Paut DYAL, 

The House of Dyal, New York. 

The lesson is taken to heart. 

o + z 
Congratulates Woolf 

To the Editor: Just a brief line 
to tell you how much I enjoy and 
profit from James D. Woolf's ex- 
cellent articles in ADVERTISING 
Ace. Certainly most important ad- 
vertisers could read them to ad- 
vantage as I have no doubt that 
many of them do. The piece on 
hyperbole was extremely good and 
he shows far more restraint than 
the objects of his criticisms. He 
errs on the side of good taste where 
he might easily, and with justifica- 
tion, succumb to the faults he con- 
demns. 

I am sure he need not fear that 
the column falls on deaf ears. It 
is much too good for that. On the 
contrary, I feel certain that it is 
avidly read by many advertisers 
who wish to God their advertising 
talent would study how to make 
the truth interesting. That is a 
rare gift nowadays, but someone 
some time is going to discover that 
falsehood is not the most effectual 
way to win public confidence and 
to sell goods. Mr. Woolf is doing 
a great job and I want to con- 
gratulate him. 

FRANK FLETCHER, 

Frank Irving Fletcher, Adver- 

tising, New York. 

o . a 
Blames the Heat 

To the Editor: Re: 
remarks on “Stony Ed” (AA, July 
14). 

I apologize for moving the Will 
Rogers auditorium to Houston. 

Must have been the heat. 

I’m glad he knew about the 
promotion. We've found it the 
same in every city. Lincoln-Mer- 
cury gets the spotlight; Ed gets 
the applause; the dealers get the 
sales. 

That’s why we're in business. 

Hat Davis, | 
Kenyon & Eckhardt, New York. | 


Bill Sears 


Reprints Arno Johnson 
for Canadian Customers 

To the Editor: We would appre- 
eiate your permission to reprint, 
the article by Arno H. Johnson, 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next’ multi- 
er: mil % add or 


ex 
always in line. 


i, I ne 
= LETTER SHOP 
Inc., 431 S. Dearborn St. Chicago 5 


Now in our 23rd succe 


Walter Thompson Co. [AA, May} 
12], for the purpose of sending to 
our customers here in Winnipeg 
and Canada, and possibly, some 
government officials. 
Cuas. S. WIcGINs, 
President, Wiggins Systems 
Ltd., Winnipeg, Can. 


His Giblets Join in Thanks 

To the Editor: Belatedly, your 
June 30 issue has just come to my 
eye. 

Lo, on Page 48, in The Creative 
Man’s Corner, I find a deceptively 
innocent caption, “Pass the Bottle.” 

At the moment, the heat of the 
New York metropolitan area is 
simmering around 93 degrees. 

The humidity is well up there 


But the day suddenly has be- 
come clear, crisp, delightful. 
Robins sing, warblers warble, little 
lambs gambol on the greensward. 

All is marvelous. 

“Pass the Bottle” is one of the 
finest pieces of hot-weather stints 
ever to see light of day. 

From deep within my innards, 


‘my giblets join with my cerebel- 


lum in saying most respectful 
thanks to the creator of the piece. 

Any time he’s in these parts, 7’ll 
stand treat for the finest Gibson 
that the deft hands of Renaldo— 
expert beyond compare—can con- 
coct for him. 

FRANK P. TOWNSEND Jr., 
Public Relations Department, 
New Jersey Bell Telephone 
Co., Newark, N. J. 


Metzger Credits PR Firm 
for Ad on OPS Troubles 

To the Editor: Thanks very 
much for the complimentary ref- 
erence to the S. Metzger Co.’s ad- 
vertisement on the OPS, which 
ADVERTISING AGE made in an edi- 
torial in its July 7 issue. 

However, I want you to know 
that a great measure of the credit 
for that advertisement should go 
to the public relations firm of 
Flournoy & Gibbs, Spitzer Bldg., 


Toledo. They advised me, wrote 
the copy and placed the advertise- 
ment. 
You may be interested in know- 
ing, too, that your judgment of 
the ad as a good one is borne out 
by the telephone calls and letters 
I have received since its publica- 
tion, not to mention a request for 
100 reprints from an English pro- 
fessor at the University of Toledo. 
S. METzGer, 

S. Metzger Co., Toledo, O. 


‘LIBEL 
SLANDER 
HAZARD 


proves 


ADVERTISERS © AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola- 
tion of copyright 
INSURE THIS HAZARD! 
Our unique policy is adequate and 
amazingly inexpensive. Experience 
it's smart to be protected. 


WRETE FOR DETAILS 


- AND RATES” 
EMPLOYERS 
REINSURANCE 


CORPORATION 


nsurance Eachange 


Kansas City Mo 


4. 


San Francisco has 3 TV stations. These stations 
give primary coverage of the San Francisco Bay 
Area and secondary coverage throughout North- 


ern and Central 
The leading 


California. 
San Francisco TV station is 


KRON.-TV. This leadership is clear-cut month 
after month because . . . 


® KRON.-TY offers the greatest percent- 
age of audience ... both day and night, 
and throughout the week* (Pulse) 


® KRON-TY serves the largest number 
of advertisers (Rorabaugh) 


® KRON-TY presents the largest number 
of top-rated shows—more than the other 
two stations combined (Pulse) 


® With the market’s highest TV antenna, 


KRON-TV 


provides unparalleled “Clear 


Sweep” coverage 


Check with FREE & PETERS for availabilities! 


*except Saturday daytime 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE 


Free & Peters, Inc. offices in New York + Chicago + Detroit + Atlanta « Fort Worth + Hollywood 
KRON.TV offices and studios in the San Francisco Chronicle Bldg., 5th and Mission Sts., San Francisco 


v 
eeeeeeerrees 


THE SAN FRANCISCO 
TV STATION THAT PUTS 
MORE EYES ON 


SPOTS 


For Station Achievement 


This award presented KRON-TV by 
the Academy of Television Arts and 
Sciences, San Francisco Chapter 


See eee eee eee ee ee eee ee eee eee es 


* SELL MORE ON CHANNEL 4 
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Henderson Named President 

Ralph W. Henderson has been 
named president of Sterling Drug 
(Canadian) Ltd. and Bayer Co., 
Windsor, Ont. He succeeds Henry 
L. Schade, who has been named 
chairman of the board. 


Kelley Heads Agency 


H. P. Kelley has been elected 
president of Russell T. Kelley Ltd., 
Hamilton, Ont., agency. He suc- 
ceeds his father, the late Russell 


T. Kelley. H. E. Dennison was 


elected executive v.p 


“Maltid Services, Inc. 
105 Walnut, Peoria, Ill. 
| THE CREATIVE ART SERVICE 


Sheatfer Buys TV Segments 


W. A. Sheaffer Pen Co., Madi- 
son, Ia., has picked up three half- 
hour segments of “Your Show of 
Shows” on the NBC-TV network 
this fall. The portions are 9-9:30 
p.m., CST, on Saturdays, for Oct. 
4, Nov. 1 and Dec. 13. The full 
NBC-TV network has _ been 
ordered. Russel M. Seeds Co., Chi- 
cago, ordered the time. 


Employes Get Barlow Control 

A controlling interest in Barlow 
Advertising, Syracuse, has been 
left to designated employes by the 
late Edward S. Barlow. Hugh H. 
Goodhart, a v.p., has been named 
acting president, and Arthur M. 
Speers, comptroller, has been ap- 
pointed treasurer. 


Coates Joins ‘Forbes’ 

William E. Coates Sr., publishers’ 
representative of Lakewood, O., 
has been appointed manager of the 
Cleveland office of Forbes Maga- 
zine. He will cover Ohio and west- 
ern Pennsylvania. 


F:, your information 
(and use) we show 
above the name and 
address of one of 
America’s finest 
engravers. . . color and 
black-and-white. 


HOW ADVERTEERS PER ABOUT MODERN PaneOa0s 


BABY SALES TALK—Modern Railroads has reprinted pictures from Simon & Schuster’s 


book, “The Baby,” 


and used them with revised captions in a sales promotion 
booklet, “Baby Sales Talk.’’ Above are two of the 24 special “salesmen” 


pictured. 


Jewelers Urged to 
Boycott Those Who 
Oppose Fair Trade 


Cuicaco, July 30—Jewelers were 
urged this week to boycott any 
manufacturer who refuses to en- 
force fair trade prices on his prod- 
ucts. 

This appeal was made by Fred 
B. Dreifus, head of the Dreifus 
Jewelry Co., Memphis, in an ad- 
dress before the annual meeting of 
the National Assn. of Credit Jew- 
elers. 

Mr. Dreifus pointed out that the 
new fair trade law means nothing 
unless manufacturers “have the 
desire to control it. That is some- 
thing which they have never had 
before.” 


® The Memphis retailer appealed 
to the jewelers to “demand con- 
trolled distribution” and stated: 

“If any retailer from now on out 
becomes reasonably certain that 
any manufacturer is resorting to 
the old doubletalk, I think that 
that retailer, in self-preservation, 
should immediately throw out the 
offender's line. I think the retailer 
should positively make up his 
mind that he absolutely will not 
handle a single line that does not 
look to the welfare of the retai! 
jeweler. You can get along with- 
out the line—and I mean any line 
—whose policies are detrimental to 
your business.” 

The National Jewelry Fair, held 


in conjunction with the annual 
meeting, was reported to have had 
good attendance and unusually 
high sales. William Wagner, execu- 
tive secretary of the NACJ, said 
many jewelers are looking forward 
to their best fall season in years. 


Airco Appoints Four 

G. T. Van Alstyne has been ap- 
pointed advertising and publicity 
director of Air Reduction Co., New 
York. George M. Norden, recently 
with Hill & Knowlton, has rejoined 
Airco as assistant to the director of 
advertising. Both are new posi- 
tions. A. V. Scherer succeeds Mr. 
Van Alstyne as advertising man- 
ager of Air Reduction Sales Co. 
Henry W. Beck succeeds Mr. 
Scherer as advertising manager of 
another Airco division, 
Chemical & Surgical Equipment 
Co., Madison, Wis. 


Hoelzle Leaves Packard 
Eugene C. Hoelzle, v.p., comp- 
troller and secretary of Packard 
Motor Car Co., Detroit, has re- 
signed these positions in order to 
retire. Fred J. Walters, v.p. and 
assistant to the president, has been 
elected v.p. of marketing. LeRoy 
Spencer, executive v.p., has re- 
signed that office and has been 


named West Coast manager. Wil-| 


mer B. Hoge, assistant comptroller, 
has been promoted to comptroller. 


Thor Corp. Promotes Best 

Emil G. Best, who was ad man- 
ager before being called to active 
duty in the Army 15 months ago, 
has been appointed dryer product 
manager for Thor Corp., Chicago 
home laundry appliance maker. 


WBNS 


KEEPS 


RADIO AUDIENCE 


VS 


CENTRAL OWI0'S ONLY 


SROWING 


Get more listeners by adding WBNS Radio for Central Ohio 
coverage. WBNS wins new listeners daily with top program- 
ming. The only CBS outlet reaching all of Central Ohio's Bil- 
lion Dollar market, WBNS gives sponsors more prospects 
than all other local stations combined! 1-1/4 million custom- 
ers are waiting for you in this rich 24-county area. 


ASK JOHN BLAIR 


rowte 
wins — 5,000 
WELD-Fm—53,000 
COLUMBUS, OHIO 


Ohio} 
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2nd U.S. Newsprint 
Mill Boosts Prices 


New York. July 31—Inland Em- 
pire Paper Co., Millwood, Wash., 
has raised its price on newsprint 
$10 a ton to $126 a ton, effective 
Aug. 1. This is the second U. S. 
mill to announce a price hike since 
Canadian mills raised newsprint 
prices to $126 a ton June 15. 
|Crown-Zellerbach Corp. San 
Francisco, raised its price on news- 
| print July 18 (AA, July 28). 

The local paper market remains 
| sluggish. Two developments of in- 
terest during the week were: 

1. National Production Author- 
ke has amended NPA Regulation 
No. 1 by removing paper, including 
“newsprint, from a list of items 
| requiring “a practicable minimum 
| working inventory” by users. This 
| means removal of inventory con- 
trols. 

2. Release of a report by Cana- 
dian Pulp & Paper Assn. that 
shows production of paperboard in 
Canada in the first half of 1952 
was 346,297 tons, or 9% below the 
first half of 51 and 1% below the 
first half of ’50. 


® Canadian pulp production for 
the first half of this year was re- 
ported at 4,473,183 tons compared 
with 4,530,961 tons for the first 
half of °51. 

Reports from Sweden indicate 
that, despite reductions on pulp 
exports to this country for the 
second quarter, averaging about 
$50 a ton, sales have been very 
slow. 

Local market observers regard 
|these facts as clearly indicative 
|that the paper market has defi- 
| nitely become a buyer’s market. 


| Connolly Takes PR Reins 

as Watson Fills Ad Spot 
William N. Connolly, who has 

been in charge of advertising for 

S. C. Johnson & Son Inc., Racine, 


| 


| 


S. D. Watson 


W.N. Connolly 


Wis., wax manufacturer, for 22 
years, has been named to the new 
post of director of public relations. 
He will direct the company’s pro- 
gram of industrial, employe and 
community and customer relations. 

Mr. Connolly, past chairman of 
the Assn. of National Advertisers, 
will be succeeded as advertising 
director by Stuart D. Watson, for- 
merly assistant advertising man- 
ager of Standard Oil Co. (Indiana), 
Chicago. 


Pryne & Co. Promotes Cabana 


Charles Cabana, advertising 
manager of Pryne & Co., Pomona, 
Cal., has been promoted to assist- 
ant sales manager. The company 
makes electric exhaust ventilators 
for home use, recessed lighting fix- 
tures and electric infra-red porta- 
ble and recessed wall heaters. Mr. 
Cabana will continue to direct ad- 
vertising in addition to his new 
duties. 


= NATIONAL 
“Yeen/ DISTRIBUTION 
| Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 
cost for many of America’s multi-million 
dollar industries .. . and hundreds of smaller 
firms. If your product or line can be sold by 
mstration, we invite you to secure 
« frank, rienced raisal of your possi- 
bilities and future im the direct-to-consumer 
selling field. There ts no cost or obligation to 
you. Write today in detail. 


OPPORTUNITY ZINE 
| Dept. A-130, 28 E. Jackson Bivd., Chicago 4, MI. 
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Johnstown Dailies 


Merge to Become 
All-Day Newspaper 
JOHNSTOWN, Pa., July 30— 


“Costs, both wages and newsprint, 
and not the Times-Picayune case, 
have made the merger imperative 
at this time.” 

With that statement, Walter W. 
Krebs, publisher of the Johnstown 
Tribune and Democrat, yesterday 
announced that the two dailies will 
be merged as the all-day Tribune- 
Democrat, effective Sept. 8. 

The two local papers have a 
combination rate like that of the 
New Orleans Times-Picayune and 
States which a federal court has 
ruled is in restraint of trade (AA, 
June 2). 

The Democrat, founded in 1863, 
was bought by the Johnstown 
Tribune Publishing Co. in 1934 


@ “The ali-day paper,” Mr. Krebs 
said, “appears to be the solution 
for cutting costs without reducing 
quality for publishers in cities of 
the 100,000 class who have been 
publishing two separate papers. I 
think the time has come when 
publishers must consider carefully 
the danger of pricing both the sub- 
scriber and the advertiser out of 
the market.” 

He said that, since no employes 
of either daily will be discharged 
through the merger, “it will be 
several years before we realize all 
possible savings” by the merger. 

In June, the Record, Norwich, 
Va., suspended publication because 
rising costs had made it an “un- 
profitable venture.” At that time 
the publishers, Norwich Bulletin 
Co., said that the Times-Picayune 
decision was partially responsible 
for the suspension (AA, June 23). 


Canadian Market 
Data Book Issued 


Toronto, July 30—The Finan- 
cial Post has issued its 1952 edition 
of the “Business Year Book,” a 
market data and reference volume 
on Canada. 

The latest edition includes a 
great deal of information from the 
1951 census, plus data on wages, 
prices, housing and other types of 
business indicators. 

Detailed analyses of many Cana- 
dian cities are included in the vol- 
ume, plus lists of new branch 
plants of foreign companies and 
other types of market data. 

The 162-page book is available 
from the Financial Post. 481 Uni- 
versity Ave., Toronto 2. 


GF Promotes Street 


James Street, formerly assistant 
premium promotion manager, has 
been named manager, premium 
service office, of General Foods 
Corp. The premium service office, 
formerly premium promotion sec- 
tion of the GF sales division, was 
transferred July 1 to the corporate 
marketing area to provide broader 
services to all operating divisions. 
Mr. Street is president of the New 
York Premium Club and corres- 
ponding secretary of the Merchan- 
dising Executives of New York. 


U.S. Printing Buys Plant 


U.S. Printing & Lithograph Co., 
Norwood, O., has purchased all 
capital stock of Sackett & Wilhelms 
Lithographing Corp., Long Island 
City. The latter company will be 
operated as a wholly owned sub- 
sidiary of U.S. Printing. William J. 
Volz, president of the Long Island 
City company, continues as presi- 
dent of the subsidiary and much of 
the personnel will be retained. 


Klemm Succeeds Going 

Russell Klemm Jr., formerly 
assistant advertising manager of 
Botany Mills, Passaic, N.J., has 
been named advertising manager 
to succeed Edward J. Going, re- 
signed. Before joining Botany, Mr. 
Klemm was sales promotion man- 
ager and assistant advertising 
manager of Snow Crop Marketers. 


Two Join WKRC-FM Sales 


Harold Hand, formerly mer- 
chandising director of WSAI, Cin- 
cinnati, and James Graves, previ- 
ously with the purchasing and 
market research departments of 
Crosley 
Corp., Cincinnati, have joined the 
sales staff of WKRC-FM, Cincin- 
nati, operated by Transit Radio 
Inc. 


Goan Leaves WAYS 

Walt H. Goan, general manager 
of WAYS, Charlotte, N.C., since 
July 1, 1942, has resigned effective 
Sept. 1. He will enter private busi- 
ness but says he is not ready to 
announce his future plans. 


Four A’s Appoints Robertson 

C. M. Robertson Jr. of Ralph H. 
Jones Co., Cincinnati agency, has 
been appointed a member of the 
radio and television production 
committee of the American Assn. 
of Advertising Agencies. 


James E. Jump Agency Moves 

James E. Jump & Associates, 
New York agency, has moved to 
500 Fifth Ave. 


division of Avco Mfg. 


‘Direct Mailers Told: 


Farmers Turn Green 
Over Green Mailings 


Des Mornes, July 30—Don’t use 
the color green for direct mail to 
farmers during the summer. 

That’s advice given to the Des 
Moines Advertising Club by H. 
Kurt Vahle, v.p. and sales man- 
ager of Cupples-Hesse Corp., St. 
Louis. 

Mr. Vahle told the adclub that 
farmers, surrounded by the lush 
green of their fields, just get plain 
tired of the color. 


Hicks & Greist Opens in L. A. 

Hicks & Greist, New York agen- 
cy, has opened a West Coast of- 
fice at 3460 Wilshire Blvd., Los 
Angeles. Payton Carroll, formerly 
account executive with Ruthrauff 
& Ryan in Hollywood, has been 
named manager of the new H&G 
western office. Kent Rodenberger, 
formerly with Vaughan & Spencer, 
Chicago, has joined the New York 
office of H&G as an account ex- 
ecutive assistant. 


Two Buy ‘Ozzie and Harriet’ 
Hotpoint Co., Chicago, and Lam- 
bert Pharmacal Co., St. Louis, have 
bought “The Adventures of Ozzie 
and Harriet” on an alternating 
week basis over ABC radio and 
television. The show will begin the 
first week of October. Telecasts 
are Fridays, 7 p.m., CST, and the 
radio broadcasts, also on Fridays, 
8 p.m., CST. Hotpoint bought the 
time through Maxon Inc. and Lam- 
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bert through Lambert & Feasley, 
New York. Lambert wil! feature 
Listerine antiseptic, toothpaste and 
prophylactic brushes on the pro- 
gram. 


Promotes Peter Birgeneau 

Peter D. Birgeneau, account ex- 
ecutive for the past six years with 
John McKenney Bingham Ltd., 
Toronto, has been named a direc- 
tor of the agency. 


The record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


350,000 


the only market of its kind in the world 


efley 


NOW AVAILABLE TO YOU AT A 10% DISCOUNT THROUGH 


HARPER-ATLANTIC SALES, INC. 


| of consequence are evervlhing — they are 


intelligent, conversant, respected. They accomplish 


things: they influence others: they se// even more 


than they buy... and they buy plenty. They are the 


people who read Harper’s and the Atlantic, the only 


two general magazines in the world edited for them, 


and there is less than 10 per cent duplication of 


subscribers! In combination, these two magazines 


offer a market of 350,000 people of unique impor- 


tance to you. That is w 


hy Harper- Atlantic Sales, Inc., 


has been formed — so you can buy this market at a 


10 per cent discount on the card rates of each 


magazine. There will be no restriction on the adver- 


tiser’s use of either magazine individually, and with 


the sole exception of the sale of advertising space, the 


Atlantic and Harper’s remain completely separate 


publishing enterprises. Both magazines will continue 


the free, competitive editorial policies which have 


made them leaders in the field of ideas and brought 


their circulation to the present all-time high. 


Eastern Sales Office 


NEW YORK-— 49 East 33rp Sr. 
Tel.— MUrray Hitt 3-5225 


Tel. 


Executive Offices 
BOSTON —8 ARLINGTON STREET 
KExmore 6-9500 


Tel. 


West Coast Representatives 
SANTA BARBARA — Warwick S. CARPENTER 


SAN FRANCISCO — Friercuer Upaut & Co. 
50 Joice Sr.— Tel. EXprook 2-5107 


15 E. De La Guerra 


Middle West Representatives 


CHICAGO — Atten & Ruruerrorp 
230 FE. Onto STREET 
WHrrenaus 4-6715 


Box 419 —Tel. 2-3612 
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How Ex-R&R ‘Boy Genius’ David Mahoney 
Is Faring After 10 Months on His Own 


By James V. O'Gara 

New York, July 29—Last Octo- 
ber, 28-year-old David J. Mahoney 
quit the security of a $25,000 v.p. 
spot at Ruthrauff 
& Ryan to open 
his own agency. 

There were 
some who said 
the kid was out 
of his mind or 
didn’t know when 
he was well off.| 
Others predicted | 


would fall flat on 
his phizz. There 
was even a half- 
jocular note ad- 
vising Mr. Mahoney to pray fer- 
vently to St. Jude, the patron 
saint of hopeless cases. | 

But after some eight months on | 
his own, Mr. Mahoney gives the! 
impression of a guy who has all 
his marbles. He tossed the R&R 
security life-belt overboard to do 
something he wanted to do, heart 
and soul. He likes the work, being 
on his own, and the responsibili- 
ties 

“It never entered my mind that 
I could fail,” he said. 


David Mahoney 


® The idea of “running a million- 
Jollar business with no court of 
ppeals” doesn’t faze him. At least | 
n ulcer that moved in on him} 
Beveral years ago seems to have | 
Ibeen dispossessed. And Mahoney 
andidly admits: “If this agency 
lops, I'm broke. Flat. I sold my 
far, and my furniture went in 
hock to get started.” 
| He's riding herd on four ac- 
ounts totaling about $1,150,000 in 
illings and while he has “enough 
Dusiness right now to keep operat- 
g for several years,” he’s been 
“ating the bushes diligently for 
ew business. 
His efforts have netted only one 
ew client so far, but he’s confi- 
lent he'll have a beer or whisky 
‘count to add to his list before the 
10wW flies. Currently, he’s got Vir- 
inia Dare wines, the eastern di- 
ision of Manitowoc Sub Zero 
ome freezers, Roger Van S 
ladies’ belts and bags), and Ac- 
ssory-of-the-Month 


His big account is Virginia Dare, 

hich came along with him from 
R&R, with the blessings of that 
agency. Dare had been with R&R 
about eight years before Mahoney 
joifed that agency at 22. This fall 
will see Dare in radio and TV spots 
and newspapers 

Fresh from the Army infantry, 
Mr. Mahoney won a $25-a-week 
mail clerk spot when the agency 
liked a shuffleboard idea he sub- 
mitted for Ruppert’s beer. He pro- 
posed a city-wide tourney, with 
each tavern naming a four-man 
team. There would be big prizes 
for the winners and lots of Rup- 
pert publicity as well as stimulated 
tavern trade. 


PRESS 


CLIPPINGS 


from all Newspapers 


and Magazines 


UiTAR iHtO O88 


» BURRELLE’S PRESS CLIPPING BUREAU 
> 165 Church St, New York 7, N. Y. 


’ if it's printed, , 
Burrelle's will clip it 3 


the “boy genius” | _ 


He was in R&R’s mailroom a 
month when the State Liquor Au- 
thority nixed the shuffleboard 
idea. Mr. Mahoney figured the 
agency would give him the gate. 
Nothing happened except that Mr. 
Mahoney went on submitting more 
ideas. They made impressions. 


@ First thing you know, he was 
jumped from the mail department 
to assistant account exec on Rinso. 
Lifebuoy and Spry became addi- 
tional duties a bit later. Then he 


lost out. You hope all the time and 


became account man on Virginia | 
os sweat.” 


Dare. At 27 he was an R&R v.p. 
That could have been a satis- 

factory end of the line for most | 

guys, but Mr. Mahoney had an 4 


s New business skirmishes have 
left Dave Mahoney with a few 
to make g00d in the agency busi-| wounds. “I’m convinced there are 
ness on his own. “More guys!lots of small agencies like mine 
should grab the reins instead of | that could do a swell job for adver- 
just going along for the ride,” he tisers. But the big agencies snag 
said. the business by pitching with their 
It hasn’t been easy. “In a small! big brass. And none of those guys 
agency, you find there are a million will service the account.” 
things you must do. You work! “It’s not easy pitching for busi- 
Saturdays and Sundays and ness against “the hot-rock, gar- 
nights.” Getting new business is 
sometimes heartbreaking. “In some 
cases a potential client got down! Mr. Mahoney is convinced he’s go- 
to two or three agencies. Then we | ing to break through before much 


denia-in-the-buttc nhole type with | 
ja 300-man outfit behind him.” But | 
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longer. There are several adver- 
tisers who've received him favor- 
ably, and intelligence, hustle and 
perseverance are working for him. 

The missing ingredient is a 
break. And Dave Mahoney’s the 
type who can make his own. 


Rand Transfers Alkon 

Selig J. Alkon, v.p. in charge of 
the Los Angeles office for Rand 
Advertising, has been transferred 
to New York to take charge of that 
office, effective Aug. 4. 


Craddick Services Moves 

Craddick Services Inc., Minne- 
apolis agency, has moved to the 
Northwestern Bank Bldg. 


And now the HPL is in Salt 


MARCH I, 1934: The Housewives’ Protective League goes on the air for 


the first time, on one station (KNX, Los Angeles). 


AUGUST II, 1952: After 18 years of steady growth, The Housewives’ 
Protective League starts on CBS Radio’s 50,000-watt affiliate 
in Salt Lake City—KSL—the I3th great station to carry “the most 


sales-effective participating program in all broadcasting.” 


A TREMENDOUS MARKET! Now, KSL—the only 50,000-watt 
station between Denver and the Pacific Coast—carries the daily HPL 
programs throughout the huge Intermountain America market, a 
sales territory where 250,570 radio families spend a 


neat $927,140,000 a year on all kinds of retail products. 


A TERRIFIC COMBINATION! Now, with the addition of KSL, you 


can buy The Housewives’ Protective League in 13 big markets, 
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Blanchard Press Expands 
Blanchard Press, New York 
publication and advertising print- 
er, has bought the complete plant 
of Steidinger Press. The latter will 
be operated as a separate company 
under the direction of J. C. Blanch- 
ard Jr., president; Samuel Stone, 
v.p.; Samuel Steidinger, secretary 
and general superintendent, and 
Francis N. Ehrenberg, treasurer. 


Clark Joins BBDO 


Edgar W. Clark, formerly with! 


Kenyon & Eckhardt, has joined 
the Minneapolis staff of atten, 
Barton, Durstine & Osborn as an 
account executive. At K&E he was 


| Boehnert Changes Name 
Kenneth Boehnert & Associates, 


| Appoints Horton-Noyes 
Berkshire Fine Spinning Asso- 
Chicago, has changed its name/ciates Inc., Providence, has ap- 
to Siebert, Boehnert & Hutton, and | pointed Horton-Noyes, Providence, 
has added offices in New York,|to handle advertising for Berk- 
Washington and Los Angeles. The shire curtains. Horton-Noyes has 
name change is due to the recent been directing promotion for the 
addition of C. Stuart Siebert Jr.,, company’s combed cotton fabrics. 
er public relations director Previously, J. Walter Thompson 
of J. al 
cago, and William R. Hutton, pre- shire curtains account. 


viously chief of British Informa- 
tion Services in the Midwest. | Penn Engineering to Michener 
| Penn Engineering & Mfg. Co., 
Caloric Stove Names Gibbons Doylestown, Pa., maker of PEM 
Tom Gibbons, formerly adver-_| self-clinching and weld-type fast- 


tising manager of Magic Chef Inc., eners, has named Michener Co.,! 


St. Louis, has been named to the Philadelphia, to handle its adver- 


ter Thompson Co., Chi- Co., New York, handled the Berk- | 


| Opinion Builders Name Yolen 
| Will Yolen has been named to 
head the news bureau of Opinion 
Builders Inc., New York public 
relations consultant. He has been 
promotion manager of Warner 
Bros. Pictures Inc., publicity di- 
rector of the New York World’s 
Fair Amusement area for two sea- 
sons and head of his own p.r. agen- 
cy. 


‘Billings Joins Keller 


Ford Billings, who recently re- 
signed as general manager of the 
Greer radio stations in West Vir- 
ginia and Ohio, has joined Robert 
S. Keller Inc., New York, radio 


The things 
these people 
have in 


COTMMIMON .« « « 


sales promotion and merchandis- 


s : new post of marketing director for tising. Trade journals and direct 
ing director. 


Caloric Stove Corp., Topton, Pa. (‘mail will be used. 


sales promotion company, in an 
executive capacity. 


on the station with the biggest average audience in each 
market. Or you can buy any combination of these stations. 

All together, they cover 16,604,140 radio homes (39.4¢ of the 
nation’s total), and $61,4.15,477,000 worth of retail sales 


(40.6% of the nation’s total). 


PROVED SELLING POWER! Jake a tip from the 156 advertisers 
x who have used the HPL in recent months. You'll find, as 
they have found, that “the program that sponsors the product” 


gets results everywhere it sells... every time. 


For more information about the HPL, in any or all of these 


markets, call the stations, CBS Radio Spot Sales, or... 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


485 Madison Ave., N.Y. (Plaza 5-2000)—Columbia Square, Los Angeles (Hollywood 9-1212) 
The HPL is represented in all thirteen markets by CBS Radio Spot Sales 


HPL Degins Aug it 
SALT LAKE CITY 
50,000 WATTS 


NATIONAL 
GEOGRAPHI 


--. make 


NATIONAL 
GEOGRAPHIC 


an uncommonly 


_ good buy for — 


your advertising! 


| e NATIONAL GEOGRAPHIC fami- 
| ly units, more than 2,000,000 
| strong, cut across almost every 

business, profession and occupa- 
| tion! They write us up to 63,000 

pieces of first class mail every day. 
| They renew their subscriptions at 
| an amazing rate of more than 87%. 
| They have a warm spot in their 
| hearts for our product. We think 
| there’s room there for your pro- 
| duct, too! The National Geo- 
graphic Magazine, Washington, 
| D. C. Member of Audit Bureau of 


HPL-4 years _ 
KIRO 
SEATTLE © 
50,000-WATTS 


HPL—t year 


BOSTON 
5,000 WATTS 50,000 WATTS 


. 


Circulations. 


America’s most 


ACtive minds 


Sources: 

Sales Management, 
May 1952; 

BMB, 50-100% daytime 
audience area; 

C. BE. Hooper 

in Salt Lake City; 
Pulse in all 


other markets 


Now more than 2,000,000 circulation 
according to publisher's current records. 
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Barbour Heads Railroad PR 
Robert L. Barbour, partner in 
tarbour & Hammesfahr, New York 
public relations consultant, has 
been named public relations di- 


rector of Jersey Central Lines, ef- 
fective Aug. 1. He will make his 
offices in New York. Part of his 


duties will include those formerly 
handled by Joseph T. Sullivan, 
who resigned recently as publicity 
cirector 


Promotes Paul Dixon to S.M. 
Paul S. Dixon, comptroller of 
Radio Service Corp., has been pro- 
moted to national sales manager 
of KSL, Salt Lake City. Frank 
McLatchy will continue as general 
sales manager and Al Biorge re- 
mains as local sales manager of the 
tation. The position of comptroller 
will not be refilled at this time. 


yr 


FIDE), 
- 


ing this time he started and man- 
aged the Lesan-Carr Advertising 
Agency in St. Petersburg. 


Charlie Carr Dies; 
Ex-Alcoa Ad Chief 


Was Once ANA Head 8 In 1934, he accepted a bid eee 


Alcoa and handled its public re- 
lations and advertising until his 
Charles C. Carr, 68, former direc- retirement in 1949. Bec be- 
tor of gy rere — —— coming chairman of ANA in 1944. 
using for Aluminum Co. of Amer~-| wir Carr directed its public rela- 


ica and onetime tions for four years, 
yoard = chairman 


Sr. Pererssurc, FiA., July 30— 


a? ta: enn, a pervvagy! of ANA public opinion 
tetieenes nail polls He was a member of the 
ave a. . Joint Committee on Better Under- 
lusers, died yes- standing of Our Economic System 
ee ' at ae sponsored by the American Assn 
nome o a 1€¢ 


of Advertising Agencies atjd the 
ANA, and served as chairman of 
the research committee on weekly 
newspapers for the Advertising 


ailment 
After his grad- 
tation from In- 


—" sae Research Foundation JOHN L. BROOKS 
canine — A former president of the As-| WinsTon-Satem, N. C., July 29—| 
cieten, teh eatin. ra a sociated Dailies of Florida, Charlie | John L. Brooks, 72, retired news- 
as 66 & Senet Carr was on the sponsoring com- | paper advertising and circulation 
on several Indiana papers and mittee of the National Assn. of man, died here July 24 after an 
then joined the staff of the old Manufactuwers public relations | lllness of five days. , 
Chicago Inter-Ocean. He then went conferences, # director of the| Mr. Brooks, a native of Garrett | 
to Panama for four years as prin- Southern Newspaper Publishers| County, Ky., was connected with 
cipal of the Canal Zone high school Assn. and a director of the Public | the advertising and circulation de- 
pesreny Relations Society of America. He | partments of the Lexington Herald, 
” When as iieniiaialt ios thie tien, was also the author of “Alcoa— | spent 20 years in Tampa, Fila., | 
‘ bs oe An American Enterprise,” and| with the Daily Times, and was} 
try, he became joint owner and on 
. re a ae zo joint author of “The Story 

publisher of the Times, Sullivan, Panama.” bile, Ala., Key West, Fla., and Co 
Ind., and then, in 1914, moved to sae ae a 

‘ lumbia, S. C. He retired in 1948 


St. Petersburg where he was part 
owner and general manager of the 
Times for the next 20 years. Dur- 


ARTHUR E. ANDREWS 
New York, July 29—Arthur E. 


feo 


3 and Charles Dyer. 


from 


The sincerity of 
your letter prompts 
us to share it with 
others who could 
profitably make 
their initial tests 
in Peoria. 
MOST Agencies 
DO, you know. 


\ 
33) worRTH 


: 
; Mrs yille Sumang Manage? 
i yonerel Adver 1 star 
LJ a J 
Peo ri nets 
: saa oF 1) 
' 7 . 
Dear orvilse® 


Thank You — 


Buchanan & Company 


cnn 


exp’ 


1 want 
‘ents she « 


r ad¢ 
aid & = market arese 
ne peorts ange ve , 
yy in the ~ on aid go wre ee tre goin’ 
sla go * 1 == ports» be e nelp we 


PEORIA = JOURNAL STAR 


}of the Black Watch, a 
supervising a | 'siment . 
| decorated with the Military Cross 


Andrews, 58, a former v.p. of 
Young & Rubicam, died yesterday 
at White Plains Hospital. 

Born in Seattle, Mr. Andrews 
entered the advertising business 
at the age of 19 in Montreal as ad- 
vertising manager of Ogilvy’s De- 


partment Store. During World War | 


I he served with a Canadian unit 
Highland 
of Scotland, and was 


Following the war, he was as- 


| sociated with N. W. Ayer & Son| 
Boston. In| 


in Philadelphia and 


| 1929 he joined Y&R here as an ac- 


count executive and shortly after- 
ward was made a v.p. He retired 
in 1945 because of ill health. 


make his home. 


CARL C. WAKEFIELD 

San Francisco, July 29—Carl C 
Wakefield, 52, president of Wake- 
field Advertising Agency, died yes- 
terday at St. Mary's Hospital. 

Mr. Wakefield was financial edi- 
tor of the San Francisco Chronicle 
for several years before starting 
his agency in 1935. He also han- 
dled public relations for the 
California Bankers Assn. 


CHARLES MENDEL 

New York, July 29—Charles 
Mendel, 62, general production 
manager of Macfadden Publica- 
tions until his retirement four 
years ago, died July 25 at his home 
here after a brief illness. At the 
time of his retirement in 1948 he 
had been associated with Macfad- 
den for 40 years. 


WILLIAM F. ROGERS 

BRAINTREE, MAss., July 29—Wil- 
liam F. Rogers, 82, advertising 
manager of the old Boston Tran- 
script from 1900 until 1935, died 
July 23 at his home here. 

Mr. Rogers was born in North 
Guilford, Me., and was graduated 
from Boston University in 1894. He 
had been chairman of the Bureau 
of Advertising of the American 
Newspaper Publishers Assn. and 
served as president of both the Ad- 
vertising Club and the Sales Man- 
agers Club of Boston. 

From 1928 to 1948 he served as 
an associate commissioner of the 
Boston Metropolitan District Com- 
mission, and was a former director 
of the Boston Better Business Bu- 
reau and Chamber of Commerce. 


GEORGE KLETZKER 

Sr. Louts, July 29—George Sher- 
man Kletzker, 61, a founder and 
partner in Central Engraving Co., 
died July 26 at St. Mary’s Hospital. 
A member of the board of Direc- 
tors of the National Photo Engrav- 
ers Assn., Mr. Kletzker and two 
brothers, Wallace and William, 
founded Central Engraving 45 
years ago. 


EARL HUNT 

PorTLAND, OreE., July 29—Earl 
Hunt, for many years advertising 
manager for Hamrick-Evergreen 
theaters, died at his home July 21 
after an extended illness. He had 
left the theater business to form 
his own advertising company, Ad- 
Plans Inc., with Paul Keller and 

Walter Siegfried. Later he sold 
his interest and until a few months 
ago was an account executive with 
the Portland office of Edward S. 
Kellogg Co. 
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HARRY A. HUGHES 

New York, July 29—Harry A. 
Hughes, 53, general manager and 
deputy director of Price & Pierce, 
woodpulp and paper agent, died 
of a heart attack July 27 at the 
wheel of his car, which came to 
a halt without causing an acci- 
dent. He was well known in the 
local paper trade and active in 
various business and fraternal or- 
ganizations. 


JACK H. NEWMAN 

| Cuicaco, July 29—Jack H. New- 
man, 59, v.p. of Midland Paper Co., 
died yesterday at St. Luke’s Hospi- 
tal. 


_EMIL M. SCHER 
Cuicaco, July 29—Emil M. 
| Scher, 63, midwestern sales man- 
}ager for Armour Laboratories, 
| died July 27 at his home after a 
|heart attack. Mr. Scher had been 
with Armour for 33 years at the 
| time of his death. 


| HOMER B. ROBERTS 
Cuicaco, July 29—Maj. Homer 
B. Roberts, 66, western manager 


of | connected with new spapers in Mo- | of Associated Publishers, newspa- 


representative, died at his 
here July 22 of a _ heart 


| per 
| home 


por came here with his wife to} attack. 


' Four Hoffman Distributors 
Sponsor TV Show on Coast 
Four California distributors of 
Hoffman Radio Corp., Los Angeles, 
are sponsoring a new _ program, 
San Francisco at Night,” on KPIX, 
San Francisco. The distributors are 
McCormack & Co., San Francisco; 
Tom Doyle, San Jose; E. M. Kemp 
Co., Sacramento and Stockton; In- 
ney & Faust, Fresno and Modesto. 
To create traffic in stores, a 
Hoffman “Set of the Week” will 
be given away during each tele- 
cast. Customers will be required to 
register for each week, and must 
go into the stores for registration 
blanks. Window banners, tent 
cards, contest entry blanks, drop- 


in mats for newspaper ads and 
other dealer aids are provided by 
Hoffman. 


Appoints Emil Mogul Co. 

Cals by Calderazzo Inc. has ap- 
pointed Emil Mogul Co., New York, 
to direct its advertising. The com- 
pany will introduce its first 
branded line of popular-price wo- 
men’s shoes this fall. Plans include 
b&w and four-color pages in fash- 
ion and general magazines, Sunday 
rotogravure sections and newspa- 
pers with a full dealer aid and 
public relations program. The 
agency will service dealer-cooper- 
ative advertising through a spe- 
cially organized dealer service bu- 
reau. 


Two Join Market TV Associates 


William Gorman, formerly an 
account executive of KHJ-TV, Los 
Angeles, and Paul Knight, who has 
been a director with KHJ-TV, 
have joined Market TV Associates, 
Hollywood packager and producer 
of television shows. Mr. Gorman 
becomes a partner; Mr. Knight 
has been named director of tele- 
vision operations. 


Toro Starts Time Buying Plan 

Toro Mfg. Corp., Minneapolis, 
will start a financing plan this fall 
whereby consumers may buy 
power mowers on the instalment 
plan at hardware, farm implement, 
garden supply and appliance 
dealers. The plan will be called 
Toro Time. 


Mitchell Elected Exec V. P. 
William L. Mitchell, director of 

design for the past three years, 

has been promoted to executive 


v.p. of Harley Earl Corp., Detroit 
industrial designer. He is suc- 
ceeded by James G. Balmer, his 
assistant. 


Booth Joins Rhoades & Davis 


James J. Booth, formerly adver- 
tising and merchandising director 
for the Tea Bureau, New York, 
has joined Rhoades & Davis, San 
Francisco agency. He will be group 
head on the French Sardine Co. 
(Star-Kist tuna) account. 
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Advertising Age, August 4, 1952 


National Nielsen-Ratings of Top Radio Shows 
Week of June 15-21, 1952 
All tigures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
RANK PROGRAM (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,626) (3.8) 
1 You Bet Your Life a: eee nee) me 3.467 8.1 
2 Great Gildersieeve (Kraft, NBC) aig R 2.953 6.9 
3 The Lineup (Sust., —_, Mada ewee « 2.568 6.0 
a Philip Morris Playhouse 2.482 5.8 
5 This is Your F.B.1. teotaahe Life, Asc) 2,440 5.7 
6 Big Story (American Cigaret, NBC) 2.397 5.6 
7 Gene Autry Show (Wrigley, CBS) . 2,397 5.6 
8 Mr. Chameleon (General Foods, CBS) 2.311 5.4 
9 Broadway Is My Beat (Sust., CBS) 2.311 5.4 
10 Ozzie & Harriet (Heinz, ABC) ...... 2,268 « 5.3 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,070) (2.5) 
1 News of the World (Miles Labs, NBC) .......... oe asee0 ce 48 
2 One Man's Family pened Labs, NBC) jena ‘ 1,969 46 
3 Beulah (P&G, CBS) .. 1,584 3.7 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,669) (3.9) | 
1 Romance of Helen Trent (Whitehall, CBS) 3,253 7.6 | 
2 Our Gal, Sunday (Whitehall, CBS) ...... 3,210 7.5) 
3 Ma Perkins (P&G, CBS keae 3,167 7.4) 
4 Wendy Warren and the = (General Foods , CBS) : ee 6.9 | 
5 Big Sister (P&G, CBS) ............ 2,953 6.9 
6 Rosemary (P&G, CBS) 2.825 6.6 
7 Guiding Light (P&G, CBS) . 2.739 6.4 
8 Arthur Godfrey yg & Myers, CBS) .. 2.654 6.2 
9 Road of Life (P&G, ; 2,654 6.2 
10 Aunt Jenny (Lever ta CBS) . 2,654 6.2 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 685) (1.6) 
1 The Shadow (Wildroot, MBS) . bya 1,156 2.7 
2 Martin Kane, Private Eye (U. S. Tobacco, NBC) .. -1,113 2.6 
3 Hollywood Star Playhouse (American Bakers, NBC) 1,027 24 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,412) (3.3) 
1 Theater of Today (Armstrong, CBS) ..... 2,654 6.2 
2 Stars Over Hollywood (Carnation, CBS) .. 2,482 5.8 
3 Grand Central Station (Toni Co., CBS) . 2,268 5.3 


WIJAR Promotes Howard 
Frank J. Howard has been 
named to head the new promotion 
department created by WJAR-TV, 
Providence. He has been with 
WJAR for the past two-and-a-half 
years as local time sales represent- 
ative. Before joining WJAR, he 
was with Charles H. Nolan Adver- 
tising, Pawtucket, and Paul H. 
Johnson Agency, Providence. 


Lowell Rejoins Lowell Co. 
Ronald Q. Lowell has rejoined 
Mortimer Lowell Co., New York 
agency, as v.p., following his re- 
lease from active duty as a cap- 
tain in the U.S. Marine Corps. 


N.C. Press Assn. Elects 
Randall B. Harris, business man- 
ager of the Asheville Citizen- 
Times, has been elected president 
of the North Carolina Press Assn. 
Other officers elected are Weimar 
Jones, publisher of the Franklin 
Press, v.p., and Beatrice Cobb of 
the Morganton Times-Herald re- 
elected secretary-treasurer, a post 
she has held for the past 30 years. 


Neville to Gray & Rogers 
James M. Neville, formerly 
operator of his own public rela- 
tions office in Philadelphia, has 
joined the public relations staff of 
Gray & Rogers, Philadelphia. 


NEW PACKAGE—Adam Scheidt Brewing 

Co., Norristown, Pa., introduces the new 

label shown above for its Prior beer. The 

brewer changed labels in order to get 

greater eye appeal. The Prior bullseye 

was retained—with slight revisions—from 
the old label. 


Creates PR Department 

Victor Adding Machine Co., Chi- 
cago, has created a new public re- 
lations department. James Beam 
has been promoted to the new post 
of public relations manager. He 
has been with the company since 
1947, first as assistant to the direc- 
tor of advertising, and then sales 
promotion manager from 1948 on. 
Edwin C. Dumas has been ad- 
vanced to sales promotion man- 
ager. 


Mutual Promotes Two 

Carroll H. Marts, sales manager 
of the midwestern division of Mu- 
tual Broadcasting System, has been 
promoted to manager of midwest- 
ern operations with offices in Chi- 
cago. Virgil Reiter, Mutual mid- 
western salesman, will succeed Mr. 
Marts as sales manager. 


'Meier Resigns Account 


E. J. Meier Jr. Advertising, Fort 
Wayne, has amicably resigned the 
account of McCray Refrigerator 
Co., Kendallville, Ind. The resig- 
nation is effective at the end of 
the current contract period, part 
of which expires Sept. 30 and part 
in December. 


GM Promotes Williams 

Insco Williams, assistant adver- 
tising manager, has been promoted 
| to commercial advertising manager 
|of the Frigidaire division of Gen- 
eral Motors Corp., Dayton, O. He 
has been with the company since 
| 1926. 


| Adams Named Sales Manager 


| Chester M. Adams has been ap- 
| pointed general sales manager of 
| Bridgeport Brass Co., Bridgeport, 
;}Conn. George H. Baldwin has 
| been named assistant general sales 
manager. 


57 
Files for Milwaukee TV 


An application for permission 
to operate a television station in 
Milwaukee has been filed with the 
FCC by Milwaukee Area Telecast- 
ing Corp. Paul A. Pratt, v.p. of the 
Gridley division of Borden Co., is 
president of the corporation. 


Halpin Joins DuMont Sales 


Daniel D. Halpin, formerly man- 
ager of television receiver sales 
for RCA Victor division, Camden, 
N.J., has been appointed general 
sales manager of the receiver di- 
vision of Allen B. DuMont Labora- 
tories Inc., East Paterson, N. J. 


SPECIAL DIVIDEND DECLARED* 


If you advertised last yeor in the RICH- 
MOND (Colif.) INDEPENDENT . . . you 
probably hove an Earned Merchandising 
Credit 

*Why not find out? Contact Win Smith 
Advt. Mgr. 


IDEAS 
EXPERIENCE 
FACILITIES 


They fired poor Vic, the Sales V. P.— 
He flubbed his opportunity; 
He could, instead, have earned a raise 
If he’d called INLAND for Displays! 


CHANNEL 


) 
\ 


. \ 


220% ‘REAL-KILL’ BUG KILLER 


ay 200% #201 STARCH’ 


\ 
Food broker discovers thar WTWS, south Florida's television station 
has brought him uf\!0 400% in sales increases 


\) 


Learn more a 


CALL a 


of 
Hof ae" 


WTVS sales 


story! 
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He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


Results? He says: “I can't recommend 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 

He's right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


lines (maximum—two) 30 letters and 


| column inch. Regular card discounts, 
iditaeeatdieteneenen 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. 


| HELP WANTED 


tinh 
| HELP WANTED 


MOLENE 
PERSONNEL SERVICE 
‘opywriters 
Editorial Artists 
Promotional 
BANKERS BLDG. ANDOVER 3% 4424 


FRED J. MASTERSON 
ADVERTIS PUBLISHING 
P 


185 N. Wabash 


Fr 


2-0115 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 
ing. Office and professional. 
Central 6-3178 176 W. Adams Street 


ASSISTANT ADVERTISING MANAGER 
Large national advertiser wants smart 
young man with experience similar to 3 
years with agency production department. 
Must know—and know thoroughly—pro- 
duction processes and buying. Should 
have imagination and copy ability. There 
is plenty of opportunity and money here 
for the exceptional man we want. $5,000 
to start. If you're worth more you can 


Chicago 


Information for Advertisers 


” 


No. 4414. Selling the Upper Mid- 
west 
Replete with maps, charts, dia- 
grams, statistics and brief analyti- 
cal studies is the Minneapolis Star 


4410. Nebraska and Western 

| Iowa Data 

) The Omaha World-Herald offers 

® new booklet, “1952 Circulation 
nalysis,” giving complete county- 


o. 


y-county figures on population and Tribune’s newest offering: 
nd circulation in the 103-county | “New Facts to Help You Sell in 
rea comprising the Nebraska- the 5 Billion Dollar Upper Mid- 
estern Iowa market. west Market.” It contains quick 

and useful data on Minnesota, 


North Dakota, South Dakota, and 


. 4411. How to Add Sound Track 
ey “9 Western Wisconsin. 


to Movies 


“New Voices for Business Mov- : : 
“gh , No. 4415. Insight into South Ameri- 


s” is a booklet offered by Bell & 

owell Co., describing the use of ca 

s new Filmosound 202 16mm “It Fills a Vacuum” is a new 
agnetic recording projector,|book of comment from dealers, 
hich enables the user to record| distributors, plantation 

is 


own sound track on movies 


1 

rhich he has bought or made, 
hanging or editing the sound at 
Will A film, for example, 


by Implementos y Tractores. 


sales 


an be given a special sound track No. 4416. Utilities Spending $321 
lor use on an individual customer Million. 
H Gas offers its 1952 annual re- 


4412. Oil and Gasoline Prefer- 


port, “Gas Construction Projects,” 
the Farm. 


giving details on the $321,000,000 
which utilities are spending this 
year. The report includes construc- 
tion budgets of 72 gas companies, 
a list of cities scheduled to receive 
their first natural gas service, com- 
pressor stations to be constructed 
or augmented, and pipeline pro- 
jects planned or under way. A sum- 
mary page shows the latest new 
construction totals for the entire 


0 
r ences on 

“Petroleum Products Survey” 
a new study offered by Wallaces’ 
Farmer & lowa Homestead cov- 
ering farm usage and brand pref- 
erences of gasoline, anti-freeze, 
winter oil, winter gear oil, motor 
oil, etc., with details on purchasing 
practices 


is 


No. 4413. The Car Dealer as an 


Outlet. industry from 1952 through 1955. 
“Getting Your Share of the Big 
Car Dealer Market?” is the pro- No. 4417. What to Do at NAHB 
vocative title of Automotive News’ Convention, 
latest survey-report, covering size The National Assn. of Home 
and character of car dealerships, Builders convention will be held in 
the general and specialized serv- Chicago, January 18-22, 1953. 


American Builder accordingly of- 
fers a “Convention and Exposition 
Tickler File” telling the prospec- 
tive exhibitor what to do, step by 


ices which they perform, the 
equipment owned, and a picture of 
the truck business—plus a special 
study on who gets the largest share 
of service business, the car dealer 


or the independent operator before the convention. 


Nete: Inquiries for the items listed above will not be serviced beyond Sept. 15. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ApvertIstnc AcE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 
—-please print or type) 


NAME ..... ane 
COMPANY ..... 
ADDRESS .......... 
CITY & ZONE ....... eee 


owners, | vision ; 
etc., in South America, giving their| Chicago, at a special Television 
viewpoint on the services rendered | Day luncheon, Mr. Van Volken- 


| 


step, between now and the night} 


convince us. Send complete resume to: 
Box 5203, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


COPY WRITER FOR MAJOR AIRLINE IN 
c ‘A 


Experienced in direct mail folders, broad- 
sides, card mailers. Capable of original 
thinking, imaginative writing. Liberal em- 
ployee benefit program; free air travel 
after first year. Write, giving age, salary 
requirements, experience, samples. 

Box 5208, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Til. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 

209 S. State St. Ha 17-2063 Chicago 


ESTABLISHED CHICAGO 
COMMERCIAL FILM 
producer desires permanent staff writer 
experienced in motion pictures, slidefilms 
and television work. Send full resume and 
salary desired in first letter. Write 
Box 5205, ADVERTISING AGE, 


| 200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


DO YOU NEED an adv. mgr. or acct. 
exec. with 16 yrs. experience in al! phases 
adv., prom., merch. and mktg. in food 
and allied fields? Seeking responsible po- 
sition in aggressive organization where I 
can utilize my planning and admin. abili- 


ties. Know all media, pub. rel., publicity, | 


agency oper., etc 
Box 5204, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
AGENCY EXECUTIVE 
Excellent sales, 
motional background. Experienced in al 
phases of creative and administrative 
agency operations. Seeks position with 
medium to large advertising agency in 
account executive capacity $12,000.00 
minimum. Box 5206, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ll. 


| PLANT MANAGER; Age 47. In outdoo 


Adv. 28 years. Contractor 20 years. Ass't. 
Adv. Mgr. National Advertiser for Mid- 
dlewest responsible for Scheduling & 
Performance of 14 men. Rated A.A. Bill- 
poster, Long handle & Dry Brush. Can 
buy Space, build & maintain Panels, 
knows paint & spectaculars. Take full re- 
sponsibility. Interested in option to buy 
Wish to locate tamily in smaller com- 
munity. Box 5207, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Lil. 


Get printed resume of presentable vet, | 


(25). Now newspaper retail adman. 
Box 5191, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 


Sr. Louis, July 29—J. L. Van 
Volkenburg, president of CBS 
Television Division, told 250 mem- 
bers of the St. Louis Advertising 
Club last week that an “alert and 
articulate public” and not legis- 
lation is the best control of taste 
and programming on television. 

Speaking with W. L. Weddell, 
| V-p. in charge of radio and tele- 

i for the Leo Burnett Co., 


burg said that legislation would 
hamper the medium’s potential 
cultural contributions. 

Referring to television’s critics, 
Mr. Van Volkenburg said, “I be- 
lieve the future of television is too 


Van Volkenburg Calls Articulate Public 
Best Control of Television Programming 


important for anyone genuinely 
interested in this country’s cultural 
well-being—or this country’s econ- 
omy—to take pot shots at imagi- 
nary shortcomings for the sake of 
personal gain.” 


a Mr. Weddell, pointing out that a 
third of the nation’s homes have 
television and the other two-thirds 
have radio, said that an advertiser 
can use both media nationally 
without unduly increasing cost. 

He outlined how certain firms 
have done this by coordinating 
their offerings in the two media, 
keeping expenses down by using 
talent cooperatively and by “smart 
buying” of time. 


CBS-TV Sells Gleason 
to Schick and Leeming 


The Jackie Gleason hour tele- 
cast, which CBS has been peddling 
for several months at $66,000 per 
week, has been sold to two co- 
sponsors—Schick Inc., Stamford, 
|}Conn. (Kudner Agency), and 
| Thomas Leeming & Co., New York 
| (William Esty & Co.). There is 
|/room for one more advertiser. 

Mr. Gleason, who will make his 
debut as a regular on CBS this 
fall, will be seen on Saturdays at 
8 p.m., EST. Schick’s sponsorship 
begins Sept. 20. Leeming, which 
has bought the time for Silk ’n’ 


until Oct, 11. 


Contest Promotes Lifebuoy 

Lever Bros. Co., New York, has 
begun a $50,000 cash prize contest 
for Lifebuoy soap. Contestants 
must finish the sentence, “I like 
new fragrant Lifebuoy with Pura- 
line because...” and send in a 
Lifebuoy box of any size. Promo- 
tion material features Cleveland 
Indian pitcher Bob Feller and his 
family. Advertising is running on 
|“Big Town” (NBC-TV) and “Aunt 
Jenny” and “The Art Linkletter 
House Party” on radio (CBS), plus 
Sunday supplement comics and 
some cooperative advertising. Sul- 
livan, Stauffer, Colwell & Bayles, 
New York, is the agency. 


Erwin, Wasey Boosts Smith 
Mel Smith, who joined the agen- 
cy as an account executive in Jan- 
uary, 1952, has been promoted to 
a v.p. in the Los Angeles office of 
Erwin, Wasey & Co. Previously, he 


had operated Robert Smith Ad-| 


vertising in Los Angeles. 


Satin hand lotion, will not start 


Two Join N. W. Ayer & Son 


Two additions have been made 
to the staff of N. W. Ayer & Son. 
Paul F. Biklen, formerly an account 
executive with Fuller & Smith & 
Ross in New York, has joined 
Ayer’s New York office as serv- 
ice representative. Joseph Thomp- 
son has joined the radio-television 
department, and will work from 
the Hollywood office handling 
television production. Previously 
he wrote and directed radio shows 
for ABC in Hollywood and more 
recently was associate producer of 
Dave Garroway’s “Today.” 


Two Appoint Wank & Wank 


Wank & Wank, San Francisco, 
has been named to direct a test 
campaign for House Distributing 
Co., San Francisco. The campaign 
will run in California newspapers 
in selected marketing areas and 
will advertise Mortron, an insect 
exterminator in vaporized form. 
Plans call for newspapers in five 
western states after the results of 
the test campaign are ascertained. 
Exercycle Co., San Francisco, also 
has appointed the agency to direct 
its advertising. Radio and televi- 
sion will be used. 


Morse on Account, Too 

A story describing promotion 
plans to introduce the Vick Chemi- 
cal Co’s. new Medi-trating cough 
syrup (AA, July 21) should have 
added that Morse International 
will handle radio and print ad- 
vertising. Batten, Barton, Durstine 
& Osborn will handle TV. 


Wallach Research Moves 
M. A. Wallach Research, New 


| York, has moved to 23 W. 47th St. 


merchandising and poe. | 
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PACKAGE TIE-IN—E. J. Brach & Sons 

and Motorola Inc. team up for new pro- 
| motion. Brach’s Burgundy Mix candy is 
placed in package designed to look like 
miniature Motorola TV set. Arthur Mey- 
| erhoff & Co., Brach agency, is handling 
the promotion. Motorola pays part of 
promotion costs and will supply Brach 
dealers with TV sets for window displays. 


'NBBB Issues Code 
for Testimonials 


| New York, July 29—Seven basic 

principles to which testimonial ad- 
vertising should conform have 
been issued by National Better 
Business Bureau, as a supplement 
to its “Do’s and Don’ts in Adver- 
tising Copy.” 

The report sets forth that a testi- 
/monial should be genuine, honest 
and sincere, competent, contain no 
misstatement of fact or misleading 
| implication, and should reflect the 
current opinion of the author on 
a product currently produced. Any 
advertised portion of a testimonial, 
the bureau says, should fairly re- 
flect the spirit and content of the 
complete testimonial. 
| Purchased testimonials, the re- 
port notes, do not have to be dis- 
closed in an advertisement as hav- 
ing been bought. 

“The fact that a testimonial is 
given for advertising benefits or 
fcr financial or other compensa- 
tion does not, in itself, affect the 
validity of the testimony given,” 
the report says. “The true test,” it 
adds, “is not whether a considera- 
tion was given but whether the 
testimonial conforms to the princi- 
ples and standards set forth 
above.” 


Whitehead Joins Walker 


Truman C. Whitehead Jr., form- 
erly with Kenyon & Eckhardt, has 
been added to the sales staff of 
Walker Representation Co., New 
— radio-TV station representa- 
ive. 


To a Publisher 

Who Needs Midwest 
Adv. Sales Coverage 

Well established sales represent- 
ative firm now covering ten state 
Midwest market from Chicago 
can effectively handle an addi- 
tional publication. Consumer, 
farm or trade field. Write Box 
218, Advertising Age, 200 E. 
Illinois Street, Chicago 11, IIL. 


“One-Man” Agency 
Wants to go West 


Ex-newspaperman who lez 
copy, layout and production the hard 
way will sell his 412 yr. old, A.N.P.A. 
recognized agency (in small Eastern 
city) if he can locate advertising job 
peggy —— west of Wichi- 

" cy, manufactur: i 
store preferred. a 


a is 37, college graduate, has 2 
} - consumer selling experience. 
|| Handled retail, national accounts on 
|] his own. Heavy experience in prepa- 

ration and production of newspaper, 
magazine ads; direct mail; brochures 

Since his own agency nets him 
$7,500, he would not take less as a 
salary. 


Box 217 Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 
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More Magazines 
Raise Rates as 
Media ‘Shuffle’ 


(Continued from Page 1) 
base 17144%, effective Jan. 2. 

Reader's Digest international! 
just announced new rates and new 
guarantees for all its Latin Amer- 
ican editions. Rates will go up an 
average of 14%, while guarantees 
will be advanced between 18% and 
22%. The changes are effective in 
January. 

A combination rate for all six 
editions will 
same time: $4,500 per b&w page 
for a guarantee of 1,410,000 copies 

Announced this week: 

Living raises rates 9.1% to $2,400 
for a b&w page, and its circulation 


be offered at the) 


| NEW PACKAGE DESIGN—Lovoris Co. has redesigned all of its packages in order to 
reinforce its national advertising at the point of purchase. The red oval which the com- 
pany uses in all its magazine ads has been reproduced on the top of the carton. The 


Addison Lewis Co., Minneapolis, is the Lavoris agency. 


base goes from 350,000 to 400,000 | r ‘ 
(up 14.3%), with the February,|’"@"’s Day showed gains; they! Gen, MacArthur Is 


1953, issue. 

Charm, another Street & Smith 
publication, has announced a rate 
increase for the same issue. Its 
circulation guarantee will go from 
600,000 to 650,000. Under the new 


rates for Charm, a b&w page will | 


cost $2,550, up 8.5%; circulation 
is raised 8.3%. 


® These were the latest in a steady 


stream since March. Redbook an-| 


nounced a 14.9% rate increase in 
March, along with a new fre- 
quency discount. In April, Family 
Circle, The Fisherman, Freeman, 
Macfadden Sport-Men’s Group, 
Parents’ Magazine’s West Coast 
edition, True and TV Show all an- 
nounced new rates. 

In May, Quick, Popular Science, 
Child Life and Compact announced 
rate hikes. In June, Park East 
raised rates and Pathfinder and 
Farm Journal announced a com- 
bination discount. 

In July, Sunset, Good House- 
keeping, Better Homes & Gardens, 


and Saturday Review all an- 
nounced increases, effective in 
January. 


In the majority of the magazine 
increases, circulation guarantees 
or rate bases were also increased. 

Newspaper rates have been 
streaming upward ever since the 
Canadian mills jacked up the price 
of newsprint another $10 a ton. 


@ This week Life ran its semi- 
annual advertisement, showing 
how various media ranked in ad- 
vertising volume, based on PIB 
reports. As usual, Life topped the 
list, carrying $48,573,615 in the 
first six months of 1952. Behind 
Life came NBC-TV, with $41,067,- 


|ranked, respectively, 16th, 18th, 
| 19th and 20th. 

Newspaper linage is also off. The 
/accumulative general and automo- 
\tive classifications—from which 
'“national” newspaper figures are 
composed—are down, even though 
|the month of June showed a 
|marked upward trend, except for 
| automotive: 

Newspaper Advertising 


dan. 1 

dune June 30 

"52-51 52-'51 

| Classification (%) (%) 
| Retail “7 . a 0.7 
, General é aa - a6 —9.6 
| Automotive Ga —49 —3.3 
| Financial . 248 Ll 
| Total Display 2.8 —15 
Classified . ; 5.8 6.9 
Total Advertising -- 26 0.5 
Department Stores soon ae —15 

Source: Media Records gain and loss percentages 

(52 cities). 


In the meantime, PIB’s  six-| 
month report showed that network | 
television had finally passed net- 
| work radio. 


® The network totals for radio for 
the first half of this year were $83,- 
451,825: for network TV, $88,731,- 
250. Of this record total for tele- 
vision, the overwhelming percent- 
age was piled up by NBC-TV 
($41,067,493) and CBS-TV ($32,- | 
451,094). CBS’ video total was still | 


|fairly close to its radio take, only | 


$3,000,000 higher, but NBC-TV was 
very nearly double its AM coun- 
terpart. 

In fact, at the pace NBC-TV was 
going, and with the rate increases 
which seem a _ certainty, Life, 
which has so long headed the list | 
of top-earning media, is going to 
have to sell mightily to retain its 
lead. 


‘The Right Belt with 


493; The Saturday Evening Post, 
$39,055,384; CBS-TV, $32,451,094; | 
CBS Radio, $29,601,495; NBC Ra- | 
dio, $19,403,716; Time, $16,888,193; | 
Better Homes & Gardens, $11,661,-| 
333; and This Week Magazine, | 


the Right Fabric’ Is 
Paris’ New Theme 


(Picture on Page 1) 
Cuicaco, July 31—A. Stein & Co., | 


$10,959,044. |Chicago, is going to promote its 


(Actually, the sixth-ranking 
medium single for the first six! 
months probably should be the 
Chicago Tribune. A spokesman for | 


Paris belts this fall with the theme: 


|“The right belt with the right 


fabric.” 
Ads scheduled for Argosy, Es- 


the paper today told AA that the | quire, Look, The New Yorker and 


Tribune’s gross ad revenue through | True will be headlined “How to buy 


June this year totaled $27,343,000.) 

This was quite a shuffle from 
mid-1951. Last year, Life was first, 
carrying $43,089,969; CBS Radio 
was second; SEP third; NBC Ra- 
dio fourth; NBC-TV fifth; ABC 
Radio sixth; CBS-TV_ seventh; 
Time eighth; Ladies’ Home Jour- 
nal ninth (it was in 13th place in 
1952); and Better Homes & Gar- 
dens tenth. A comparison of the 
two top tens showed dollar gains 
except for CBS and NBC Radio 
and Ladies’ Home Journal. This 
Week and Better Homes & Gar- 
dens showed small gains. 


@ These are dollar counts. On a 
linage basis, of the top 20 media 
measured by PIB, only Newsweek, 
McCall's, Business Week and Wo- 


your Paris belts” and will show 
belts matched with different fab- 
rics. The Filmore Co., Chicago, is 
the agency. 

At the same time, retailers are 
being told that the way to “in- 
crease belt volume” is by promo- 
tion of a belt wardrobe for men 
and by tying in belt and clothing 
displays. 

Ads in the October Argosy and 
True will tell the same story for 
Paris suspenders. | 

Extensive display cards, belt 
stands and racks are being of- 
fered to retailers by Stein & Co. 


Fairchild Moves in L. A. 
Fairchild Publications Inc.’s Los 

Angeles office is moving to larger 

quarters at 111 W. Seventh St. 


Board Chairman of 
Remington Rand 


New York, July 31—General of 
the Army Douglas MacArthur to- 
day was named chairman of the 
board of Remington Rand, a post 
previously filled by James H. 
Rand. Mr. Rand will continue as 
president of the company. 

At a press luncheon, Gen. Mac- 
Arthur described his pleasure at 
leaving a career of destruction for 
one of construction, 
glumly that war is an “anachron- 
ism: We fight, we both lose.” 

Mr. Rand had praised the gen- 
eral’s record as a soldier and ad- 
ministrator, and reported that he 
had been trying to acquire Gen. 
MacArthur since 1949, and had re- 
opened negotiations when the gen- 
eral was relieved 15 months ago. 

Mr. Rand called the 
“an historic transaction of leader- 
ship...bringing strength not only 
to my own company but to all 
who believe in freedom of enter- 
prise.” 


® Gen. MacArthur, relaxed and at 
ease in a grey flannel suit, spoke 
briefly, skirted politics and interna- 
tional affairs completely and neith- 
er he nor Mr. Rand indicated what 
the general’s role would be in the 
company (1952 sales of $227,425,- 
000, plants in 16 countries, 36,000 
employes) . 

“Just what I can bring to the 
company is perhaps a matter of 
doubt,” the general said, “but I 
bring loyalty and devotion. ..and 
I can say to you, Jim, that you've 
got yourself a new hired hand.” 

Gen MacArthur, who has shaved 


| with a set of straight razors given 


him by his father, was given a new 
Remington 60 deluxe shaver. Sim- 
ilar razors were to have gone to 
reporters, but they hadn’t arrived. 

Fortified with strong drink and 
mild oratory, reporters watched 
carefully while Gen. MacArthur 
toyed with an unaccustomed cig- 
aret at lunch, abandoning the 
famous corncob. The man who 
ruled Japan in semi-Olympian de- 


|tachment chatted with reporters 


before the luncheon began, and 
proved nimble in dodging pointed 
questions. 


Keeler Appointed Ad Head 


and noted) 


luncheon | 


Black Horse Scratched... 


Brewing Corp. Plans Big Plant 
Expansion; Question Is, Where? 


New York, July 30—An increase 
in output is being planned by the 
Brewing Corp. of America so that 
its Carling’s Red Cap ale and Black 
Label beer can compete for a 
larger share of the New York met- 
ropolitan market. 

BCA, a subsidiary of Canadian 
Brewer’es Ltd., will hold a meet- 
ing in Cleveland next week to de- 
cide on one of these three plans: 
(1) expansion of its Cleveland 
plant, (2) construction of an east- 
ern plant, (3) purchase of an ex- 
isting brewery in the New York 
area. 

Ian R. Dowie, company presi- 
dent, said BCA is ready to spend 
| $3,000,000 to $10,000,000 on a pro- 

gram to put the company’s prod- 
ucts into the New York market. 
Benton & Bowles is the agency 
|for Red Cap ale and Lang, Fisher 
& Stashower has the Black Label 
beer account. 
's BCA now produces 1,500,000 
| bottles of beer and ale daily at its 
| Cleveland plant. This capacity can- 
not be increased until more aging 
cellars, shipping facilities and 
equipment are provided. It would 
take an estimated $3,000,000 and 
|eight months to expand the Cleve- 
land brewery to make possible a 
60% increase in production. 

Even more costly and time con- 
suming would be the construction 
of an eastern plant, although this 
| would offer a competitive advan- 
| tage, especially in freight savings. 
It is doubtful whether BCA can 
|buy an existing New York brew- 
ery with an annual capacity of 1,- 
000,000 barrels. 

Mr. Dowie stated that—whatever 
|is decided at Cleveland—the com- 
| pany expects to be in competition 
}in time to meet next summer's peak 
demand. 
| Last year BCA’s 670,000-barrel 
| volume held 34th position among 
| American brewers. Mr. Dowie pre- 
|dicted that in 1952 the company 
| will move up to 20th position with 
the sale of 860,000 barrels. 


® BCA’s decision to launch a big 
drive in New York follows shortly 


after the discontinuance of Black 
Horse ale, for years the most pop- 
ular Canadian ale sold here. Black 
Horse Ale Inc., U. S. unit of Na- 
tional Breweries Ltd., Montreal, 
is being liquidated. National Brew- 
eries is another subsidiary of Ca- 
nadian Breweries, which also con- 
trols Brading's Capital Brewery 
Ltd., Ottawa; O’Keefe’s Brewing 
Co, Ltd., Ottawa; Carling Brew- 
eries, Waterloo, Ont., and British- 
American Brewing Co., Windsor, 
Ont, Established in 1930, Canadian 
Breweries has a capitalization of 
$17,000,000 and in its fiscal year 
ending Oct. 31, 1951, it reported 
net sales of $70,873,554. 


® The plan to push Carling’s Red 
Cap ale here in the face of a de- 
cline in ale sales—and the pre- 
dominance of Ballantine's ale— 
has aroused much interest and not 
a little skepticism. During the past 
few years sales stress and public 
preference have favored pale, dry 
beers. Ale has lost some of its ap- 
peal. ‘ 
Several marketing experts as 
well as brewers attribute this 
the influence of women. M 
women are buying and drink 
beer than formerly, they say. Rea@- 
son: More home consumption si 
television. This home consumpti 
has also been fostered by super- 
market merchandising of pa 
aged beer, and by more intensi 
advertising of beer both in ne 
papers and on television. 


® With the withdrawal from 
market of Black Horse ale, it 
presumed that several other bran 
will become more active. 
Schaefer Brewing Co., which t« 
over Beverwick Irish cream 

several months ago, and whi 

has been marketing it under t 

Beverwick label, has now start 

pushing it as Schaefer’s Iri 

cream ale. 

Other Canadian ale brewers a 
reportedly considering more a 
gressive sales promotion here. T 
of those being mentioned are Joh 
Labatt Ltd., London, Ont., an 
Molson’s Brewery Ltd., Montreal. 


WasuincTon, July 31—The Fed- 
eral Trade Commission’s Bureau of 
{ndustry Cooperation has come up 
with a plan to eliminate the costly 
litigation of price discrimination 
cases, but the commission’s trial 
attorneys are staging a last-ditch 
| drive to block the adoption of the 
|new procedure. 

Under the plan, companies ac- 
};eused of giving illegal discounts, 
| advertising benefits and other ad- 
vantages to preferred customers 
| could enter into a voluntary settle- 
| and 


|ment with the commission, 
| close the case without further liti- 
| gation. 
| 
| to the stipulated settlements which 
| FTC has accepted in false advertis- 
jing cases for many years, and 
would eliminate the need for hear- 


James W. Keeler, formerly an/ings and formal findings by the 


account executive and media and 
research director in the Minneapo- 
lis office of Erwin, Wasey & Co., 
has been named advertising man- 
ager in Minneapolis 


its main office in St. Paul. 


O’Hara Named PR Director 


for Jacob 
Schmidt Brewing Co., which has 


commission. 

| At the present time, FTC refuses 
to accept voluntary settlements of 
price discrimination cases. Each 
complaint is given a full trial, re- 
sulting in formal findings of fact. 


® The commission has taken the 


The settlements would be similar 


position that price discrimination 
with Media Advertising and offenses are too serious to be set- 
WTVJ, Miami, has been named tled without a legally binding cease 
public relations director for Adams 2nd desist order. 

Engineering Co., Miami maker of Staff attorneys who are opposing 
precision metal products. the plan for voluntary settlement 


W. Vincent O’Hara, formerly 


FTC May Settle for Voluntary Agreements 
in Cases Involving Price Discrimination 


of price discrimination cases ex- 
press fear that the settlements will 
be violated and cases will have to 
be reopened. (Voluntary settle- 
ments do not have any standing in 
the courts.) But the Bureau of In- 
dustry Cooperation expresses con- 
fidence that the acceptance of set- 
tlements would eliminate tedious 
and costly hearings in a large per- 
centage of FTC’s cases and would 
result in more effective adminis- 
tration of the law. 

The five commissioners will 
have to choose between the con- 
flicting groups. 


KXYZ Amends TV Application 

Shamrock Broadcasting Co., 
Houston operator of KXYZ, has 
amended its television station ap- 
plication from Channel 13, VHF, 
to Channel 29, UHF. Glenn Mc- 
Carthy, president of the company, 
said the change was made in order 
to bring a second commercial tele- 
vision service to the Houston area 
at the earliest possible moment 


‘Time Buyers Register’ Out 

A new edition of the semi- 
annual “Time Buyers Register” 
has been issued by Executives 
Radio-TV Service, 2 East Ave., 
Larchmont, N. Y. The new edition 
contains listings of 1,500 time buy- 
ers and 4,000 accounts which they 
handle. The price is $15 per copy. 
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We've got 400 of them 
at your call every day! 
Pontiac can give you the 
assistance, advice and help 
you need because only 
Pontiac has Artists, Color 
Process, Photographers, 
Typographers, Electrotypers 
and Photoengravers all 


under one roof plus 40 years 
of experience in service to 
the advertising profession! 
Call or write and let 
us tell you more... 
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Cugrat ing and 
Electrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7, Illinois 
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Despite ‘Opportunists,’ Washing 
Machine Makers See Bright Future 


(Continued from Page 3) 
combined unit volume and about 
31% of combined dollar volume of 


all major electric appliances, Mr. 
Mitchell said. These figures are 
based on sales of refrigerators, 
electric ranges and water heaters, 
and food freezers, as well as of 
the three home laundry appliances. 

He estimated that about 2,000,- 
|000 electric ironers and 6,500,000 
|automatic tumbler dryers would 
| be sold in the next five years. Dur- 
|ing that same period as many as 
17,500,000 washers may be sold, he 
| added. 


. Americans should be ashamed of 
|themselves if they are not living 
|“at least 25% better ten 
| from now, unless all-out war in- 
| tervenes,” Dr. Vergil D. Reed, v.p. 
and associate director of research 
for J. Walter Thompson Co., told 
the assembled laundry manufac- 
turers. 

Households—which constitute 
the market for home laundry ap- 
pliances—have been increasing at 
a rate that is double that of popu- 
lation growth, Dr. Reed said. The 
baby birth bulge that began in 1941 
has led to increased demands for 
home laundry equipment right 
now, he added. 

By 1962, when the “war babies” 
will be getting married, there will 
be “an astounding bonus market 
for your appliances through the 
‘60s and into the early ’70s,” he 
told his audience. 

To avail themselves of this op- 
portunity manufacturers will have 
to devote their attention to inten- 
sive sales training of distributors’ 
and dealers’ salesmen, considera- 
tion of new distribution methods 
and techniques, and improved 
merchandising methods, Dr. Reed 
said. 

During the remainder of the ’50s 
the industry will have to work 
harder on replacement sales, to 
offset the decrease in the number 
of households resulting from the 
low birth rate prevalent in the '30s, 
he added. 


s Washers, dryers and ironers will 
become increasingly important to 
the retailer in the next few years, 
“while and because certain other 
appliances will play a role of de- 
clining importance,” Robert W. 
Armstrong, managing editor of 
Electrical Merchandising, told the 
meeting. 


| of washer sales, and estimated that 


| their present 210,000 figure to 342,- 


He predicted a steady growth 


dryer sales would increase from a 
current volume of 540,000 units 
per year to 850,000 units by 1955 
and 1,700,000 by 1960. In that 
same period ironers should go from 


000 in 
added 

Despite this apparently bright 
outlook, Mr. Armstrong expressed 
concern about the appliance re- 


55 and 700,000 in ’60, he 


years | 


ries seven or eight major products 
made by as many manufacturers 
may find tomorrow that three or 
four of these products all carry the 
same brand name. He will lose 
some of his independence, although 
it is doubtful if he will ever be 
so closely tied to his suppliers as 
is the automobile dealer. 

“It seems obvious, however, that 
eventually a closer control by 
fewer manufacturers will help 
stabilize retailing,” he predicted. 


@® The appliance industry’s new 
middleman, the transshipper, is 
putting the squeeze on distributors 
and dealers alike, Mr. Armstrong 
said. This situation, which is hav- 
ing “a profoundly demoralizing ef- 


| fect on merchandising in the major 


tailer. 
“The man who is supposed to 


sell all this merchandise to the| 
consumer stands right now in nd 
| very peculiar position. He has one} 

| 


| foot in his Cadillac and the other 


| 


| 


debt. He is yelling for 
discounts, but with one 
he is giving merchandise 
away and with the other is clutch- 
ing desperately at business that 
somebody eise is getting by cutting 
prices still more,” he said. 


foot in 
bigger 
hand 


| 
® Fundamental in retail | 
distribution patterns will be 
brought about by the increasing 
growth in the appliance industry, 
Mr. Armstrong contended. Con- 
solidations and a turn to full lines 
of merchandise in the manufactur- 
ing field will affect—and may even 
benefit—the dealer, he said. 
“The merchant who today car-| 


changes 


markets,” has been brought about 
by the “struggle for supremacy 
among manufacturers,” he added. 

“In their eagerness to capture 
the market they sometimes turn 
out too much merchandise. Then, 
to get rid of it, they establish 
quotas. What could be more nat- 
ural or easier for a wholesaler who 
has too much stock and who does 
not want to lose his franchise or 
his shirt, to get rid of that stock 
to the obliging transshipper who 
offers to take it off his hands at 
his cost, or a little less? 

“The transshipper squeezes both 
the wholesaler and the legitimate 
dealer. His continuing existence 
depends in large measure on the 
manufacturer. The squeeze on the 
small dealer is a problem which 
must be solved if he is to survive,’ 
he concluded. 


Clissold Publishing Co. Buys 
‘Canner,’ Weekly Food Mag 


Clissold Publishing Co., Chicago, 
has purchased The Canner from 
Canner Publishing Co., Chicago. 
The magazine is a weekly serving 
processors of canned, frozen, dried 
and glass packed foods and miscel- 
laneous preserved foods, and has 
been published since 1865. 

Publication will continue with- 
out change in editorial or adver- 
tising personnel. Paul E. Clissold, 
president of Clissold Publishing, 
said that the scope of the maga- 
zine’s services will be increased 
because “the trend toward ready- 
to-serve or semi-prepared foods 
has lent tremendous impetus to 
the canning and frozen foods in- 
dustry.” 

Clissold, which publishes Baking 
Industry, also recently purchased 
Hospital Management, monthly 
magazine for hospital administra- 
tors. 


Mott Leaves ‘Weekly.’ 
Takes Lithograph Job 
Gilbert E. Mott, who for the past 


10 years has been promotion mana- | 


ger of The Amer- 
ican Weekly, has 
joined the sales 
division of the 
Oberly & Newell 
Lithograph Corp., 
agg York, as v. 


Mr. Mott was 
on the sales pro- 
motion staff of 
Apparel Arts in 


1941 and before 
that was sales i 
promotion and Gilbert E. Mott 


advertising man- 
ager of the R. H. White Co., Bos- 
ton. 


New TV Factbook Issued 


The 15th semi-annual edition of 
the “Television Factbook” has 
been issued. It contains, among 
other things, channel allocations, 
a directory of FCC personnel and 
branches, a list of television man- 
ufacturers and a directory of tele- 
vision stations and networks, rates, 
personnel and other data. Copies 
may be had at $5 each from Tele- 


vision Digest, Wyatt Bldg., Wash- 


ington 5. 


Promotes John Malone 


John E. Malone has been pro- 
moted to an account executive for 
Anderson-McConnell, Hollywood. 
He has been sales manager of the 
agency’s technical publications 
division since June, 1951. He will 
continue to specialize in this field 
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| Noren to Mac Wilkins, Cole 


C. M. Noren has joined Mac 
Wilkins, Cole & Weber, Seattle. 
For the past two years he has been 
a public information officer for 
Commander Fleet Air Seattle and 
Commander Fleet Air Wing Four 
at the Naval Air Station, Whedi- 


and handle industrial accounts. 


|Moore Adds Cook Labs 


Cook Laboratories, Stamford, 
Conn., manufacturer of frequency | 
and intermodulation test records, 
has named Moore & Co., Green- 
wich, Conn., to handle its adver- 
| tising and public relations. 


| bey Island, Wash. 


Appoints Clifford Schaible 


Clifford R. Schaible, formerly an 
account executive at Earle Lud- 
gin Co., Chicago, has been named 
general manager of the Child 
Training Assn., Chicago publisher 
of Children’s Activities. 


Ferguson Boosts Zimmerman Macfadden Names Kaus 
Gordon K. Zimmerman, special! Tyler G. Kaus, formerly with 
Washington representative for the Fuller & Smith & Ross, has been 
company, has been promoted to|named promotion manager for 
manager of public relations of|Macfadden Publications’ Sport- 
Harry Ferguson Inc., Detroit farm! Men’s Group division. 
equipment company. 
| Justin Names PR Consultant 
Anahist Promotes Folensbee =| j._ J. Justin & Sons, Fort Worth 
Mike Folensbee, with the com-| maker of cowboy boots, has ap- 
pany since 1949, has been pro-| pointed Witherspoon & Ridings, 
moted to field sales manager of Fort Worth, to handle its public 
Anahist Co., Yonkers, N. Y. relations. 


Coupon Western Markets this FALL! 


ACT NOW! INQUIRE ABOUT OUR LOW-COST 


GROUP-COUPONING 
program 


“Lower cost ™ Higher redemption 


Final deadline is approaching for manufacturers to enter this 
big group-couponing promotion. Plan now to coupon your 
product in a group with other non-competitive participating 
products. Coupon one or any combination of eight key 
western marketing areas. 


—Drastically lower costs—as little as 1/5 
regular couponing rates — because 
several participating manufacturers 
share the costs! 


—Higher redemption because of variety 
of products represented, because a 
group of coupons means increased 
cash value to the housewife, because 
of more accurate and up-to-date occu- 
pancy mailing lists. 


18,000,000 coupons were mailed for these twelve leading 
manufacturers in June, 1952. Their repeat participation is 
proof of the success of the “BRANDS YOU KNOW” group-coupon- 
ing program. 


Colgate-Palmolive-Peet Granny Goose Foods _ Lewis Food Co. 

Corn Products Refining Co. Green Spot, Inc. M.J.B. Co. 

Fisher Flouring Mills Kills Em Chemical Co. Purex Corp. 

General Foods Corp. King Shoyu Factory Wesson Oil & Snowdrift 


WRITE, WIRE or PHONE any Hecht-Arms’ office for de- 
tailed information on our FALL group-couponing program 
—areas covered, number of mailings, costs, dates, etc.—and 
for complete samples of our highly successful summer mail- 
ing—coupons, dealer promotional mailings, etc. 


Garheld 1-500 


BEN B. VAIL 
East 44th Street 


DON McLEESE 
ichi Ave., Chi 
CEntral 6-2733 


New York 17, N.Y. 
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NEW SPEC ON B’WAY—The 16’ Q and | 
giant thermometer shown here on a new 
Douglas Leigh spectacular will help | 
Schieffelin & Co. sell its Don Q Puerto | 
Rican rum these hot days. Abbott Kim- 
ball Co. handles the account. 


Ad Federation Sets | 


District Meetings 


New York, July 29—Three dis- 
trict conventions and an inter-city 
conference are scheduled for Sep- 
tember and October by the Ad- 
vertising Federation of America. 

The seventh, or deep South, dis- 
trict will hold its annual sessions 
Sept. 12 and 13 at the Hotel 
Thomas Jefferson, Birmingham. 
Mel Grinspan of the Memphis Ad- 
vertising Club will preside. 

The tenth (or southwest) dis- 
triet will meet Sept. 28-30 at the} 
Mayo Hotel, Tulsa. Dale C. Rogers, | 
Tulsa, district governor and a na- 
tional v.p. of AFA, will be in 
charge. 

The fifth district, composed of 
clubs in Indiana, Kentucky and 
Ohio, will hold its annual conven- | 
tion Oct. 20-21 at the Ft. Hayes} 
Hotel, Columbus. District gover-| 
nor, William T. Owens, Louisville, 
is to preside. 

The annual midwestern inter-| 
city conference of women’s ad-| 
vertising clubs will meet Oct. 11-13 
at the Hotel Morton, Grand Rapids. 


McCann and Jordon-Sieber 
Named by Mead Johnson 
Advertising of Pablum, world’s 
largest selling baby cereal, has 
been placed with McCann-Erick- 
son, Chicago, by Mead Johnson & 
Co., Evansville, Ind. Jordon-Sieber 
& Associates, Chicago, has been 
appointed to handle Mead John- 


son’s pharmaceutical and nutri-| 
tional products in the medical} 
field. 


The previous agency of record) 
for Mead Johnson was C. J. La- 
Roche & Co., New York. 


Scrap Drive Praised 

Robert W. Wolcott, of Lukens 
Steel Co., chairman of the Steel 
Industry Scrap Mobilization Com- 
mittee, in a recent letter to Nelson 
Bond, v.p. and director of adver- 
tising, McGraw-Hill Publishing! 
Co., chairman of the business pa- 
per advisory committee of the Ad- 
vertising Council, expressed his 
thanks for the cooperation of the 
business press in fostering the re- 
cent scrap drive. Mr. Wolcott said 
he has “long been an admirer of 
the fine work performed for in- 
dividual industries by the business 
and trade press in the specific in- 
dustries they serve.” 


Ettinger Co. Moves 
Ettinger Co., public relations 
consultant, has moved its New 


New York 22. 


tin 


York office to 509 Madison Ave., 


Pleasant Valley Wine 
to Rogers & Porter 

Pleasant Valley Wine Co., Ham- 
mondsport, N.Y., has placed its 
account with Rogers & Porter Ad- 
vertising Agency, Rochester. 

The agency announced acquisi- 
tion of the account with samples 
of the Pleasant Valley wine and 
champagne line, instead of with 


the usual formal announcement. 


Direct Mail Volume Rising 
Dollar volume of direct mail ad- 
vertising for the first six months 
of 1952 was $576,940,582, a gain 
of nearly 10% over the 1951 fig- 
ure, according to the Direct Mail 
Advertising Assn. For June, 1952, 
dollar volume was $89,120,702, a 
gain of nearly 5% over the corre- 
sponding figure for June, 1951. 


Gilbert Names S. R. Leon 


Gilbert Mfg. Co., maker of elec- 
trical wiring devices, including 
Slide-On plugs and outlets, has 
appointed S. R. Leon Co., New 
York, to handle its advertising. A 
campaign using television, news- 
papers, radio, business papers and 
point of sale is planned. 


CBS-TV Names Roy Hall 


Roy W. Hall has been appointed 
an account executive in the Co- 
lumbia Broadcasting System sales 
department. Most recently, Mr. 
Hall was assistant general mana- 
ger and sales manager of WCCO, 
Minneapolis CBS outlet. 


| LaRoche Gets Account 


chandiser of women’s clothes, has 
named C. J. LaRoche Co., New 
York, to handle its advertising. 
The account had been handled by 
Pedlar & Ryan, New York, which 
is retiring from the agency field. 


Appoints Canadian Advertising 

Gould-National Batteries of Can- 
ada Ltd. (formerly Gould Storage 
Battery Ltd.) has named the To- 
ronto office of Canadian Advertis- 
ing Agency to handle its advertis- 
ing. 


Stamford Wallpaper to Moore 


Stamford Wallpaper Co. has ap- 
pointed Moore & Co., Greenwich, 
Conn., to handle its advertising 
and public relations. 


Peck & Peck, New York mer- | 


Columbia Names Schwartz 


Arthur Schwartz, previously ad- 
vertising and’ promotion manager 
of Times-Columbia, New York dis- 
tributor for Columbia Records, 
New York, has been appointed 
sales promotion manager of the 
latter company. 


Walsh Leaves Bonwit Teller 


Mrs. Lee Walsh, sales promotion 
director of Bonwit Teller & Co., 
Philadelphia, has resigned. She 
was advertising and public rela- 
tions director for Julius Garfinkle 
& Co., Washington, before joining 
Bonwit Teller. 


pERFECT 


Isolated . .. vigorous... 


_ relatively unconquered is the great 


and growing Salt 


_" 


SN 


Use 


Lake City-Ogden market—a perfect 


spot to test your product or your advertising. 


“heart of the city” POSTERS 


Pac iver ) 
in Salt Lake City and Ogden—a thrifty medium 


in a prosperous market. 
Write today for details. 


me HARRY H. PACKER conrany 


WarrenR 


Salt Lake City, Utah one 
Hadley, Manager, Utah Division - 


The Trend Continues to The Oregonian — Note these Media 


Records daily and Sunday figures for the first six months of 


1952, 


compared to the same period, 1951. 


RETAIL DISPLAY ADVERTISING 


GENERAL DISPLAY ADVERTISING 
RETAIL GROCERY ADVERTISING 


TOTAL DISPLAY ADVERTISING 


THE OREGONIAN GAIN 
THE JOURNAL Loss 
THE OREGONIAN GAIN 
THE JOURNAL GAIN 
THE OREGONIAN’ GAIN 
THE JOURNAL Loss 
THE OREGONIAN GAIN 
THE JOURNAL Loss 


tad Tile Qugonean Kaads om Leo 


fom Toil § Lipailianil Stra, / 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


223,688 Daily 
285,112 Sunday 


the Oreg 


417,164 lines 
195,024 lines 


539,816 lines 
10,987 lines 


1,237 lines 
150,793 lines 
‘ 


184,705 lines 
1,696 lines 


onian > 


PORTLAND, OREGON uy 


Lorgest Circulation in the Pacitic Northwest - 
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Public Service and Public Relations 
Is Illinois Bell's Convention Motto 


(Continued from Page 1) 
transportation maps and directo- 
ries of locations and phone num- 
bers of all candidates and dele- 
gates were available at the center 


® Some of the more unusual ser- 
vices provided by the center in- 
cluded furnishing safety pins and 
spot remover; searching for a lost 
boy; keeping frozen lobsters in a 
soft drink cooler overnight for a 
visitor; locking up the purse of a 
woman delegate who was afraid 
she might lose it, and even sup- 
plying cigarets during the strenu- 
ous 14-hour Thursday session of 
the Democrats, when the regula 
tobacco counters were closed. 
IBT’s news service department 
also operated a press room to as- 
sist editorial workers and radio 
and TV representatives. The de- 
partment also issued a daily mime- 
ographed bulletin containing items 
of interest about the convention 
Another daily service provided 


AT YOUR OWN 
DESK [hit caw 


money-saving way! 


Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy tor offset or any 
photog aphic reproduction Anyone 
can do a professional job (A stenog 
rapher set this entire ad). Send 
for tree catalog over 100styles 


7 


1415 ROSCOE ST. CHICAGO 13, ILL 


by IBT was a listing of new phone 
numbers, which was supplied to 
switchboard operators of all major 
hotels and to personnel covering 
the convention. 


® More than 30,000 requests for in- 
formation and local and long dis- 
tance calls were handled by the 
enter during the two conventions. 
About 5,000 messages to be de- 
livered to persons on the conven- 
tion floor were taken. Some 3,200 | 
long distance calls alone were han- 
dlect. 

Considerable planning went in- 
to Illinois Bell’s public relations 
program at the conventions. Some 
weeks before the delegates de- 
scended on Chicago, Illinois Bell 
sent quantities of little eight-page 
folders to associated Bell System 
companies throughout the country. | 
These companies were asked to 
put these folders in the hands of 
jall delegates and alternate dele- 
| gates before they left home for the 
| convention 

The folder described the com- 
pany’s telephone center and the} 
services it would provide, and| 
gave delegates a Chicago number 
that they could leave at home so 
that their families or friends could 
reach them. 


s Another little four-page folder 
was sent in advance to associated 
Bell companies for delivery to the 
newspaper, magazine, radio and 
TV people all over the country 
who might be coming to the con- 
vention. This contained the num- 
ber of the IBT telephone center, 
plus the phone numbers of the 
local newspapers, news bureaus, 


Northern California’s 


LEADING’ NEWSPAPER 


“A 
x 


yy in home-delivered circulation 
yy in daily city circulation 
vy in circulation growth 


in 6 of 7 major advertising 
classifications 


i in total news volume 


pany 196,505 


TOTAL NET PAID CIRCULATION 
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COMMUNICATIONS CENTER—This is the telephone center that Illinois Bell operated 


at both political conventions last month. In 


addition to teleohone service, the com\iany 


also provided visitors with four TV sets and individual earphones. 


radio and TV stations and wire 
services. 

In addition to these advance 
folders, Illinois Bell, with the co- 
operation of the national commit- 
tees of both parties, produced a 
comprehensive 30-page telephone 


| directory and guide which was in- 


cluded in the official “kit” issued 
to each delegate at the convention 
About 30,000 copies of this guide 
were distributed at each conven- 
tion. 

The guides contained the loca- 
tions and telephone numbers of 
each state delegation; the names of 
the officers and executive commit- 
tee members; locations and num- 
bers for all candidates; locations 
and personnel of all local party 
organizations; a schedule of spe- 
cial committee events and other 
events; a guide to Chicago; a tally 
sheet for roll calls and long dis- 
tance rates to various points. 


®@ A _ special background booklet 
for radio, TV and the press also 
was prepared by IBT. It contained 
interesting data on this year’s con- 
ventions and on those of the past, 
plus historical data on the growth 
of television. It was designed to 
provide commentators and news- 
men with fill-in material when 
there were lulls in the floor activi- 


ties of the conventions, and was 
used quite often, the company 
said. 


Illinois Bell had to meet many 
emergency calls during the con- 
vention, but its most interesting 
crisis came late in the Democratic 
convention. When it became ap- 
parent that Gov. Stevenson would 
figure prominently in the nominat- 
ing picture, newsmen and photog- 
raphers began congregating out- 
side the Blair home where he was 
staying. 


@ The nearest pay phones were 
blocks away, and local papers 
called on Illinois Bell for tempo- 
rary service. The company rushed 
nine booths to Astor St. and had 
them set up and in operation with- 
in an hour. Three of the booths 
contained private lines, one each 
for the Associated Press, the 
United Press and the Chicago Sun- 
Times. The others were regular 
pay stations, which were supple- 
mented later in the day (Thurs- 
day) by five additional pay phones 
contained in an IBT telephone 
trailer set up in front of the Blair 
home. 

In addition to stringing extra 
phone lines to provide service at 
the Blair home, 
provide additional 


wire facilities 


for the radio and TV crews at the | 


site. 


8 Various estimates place Illinois 
Bell’s total outlay to provide 
needed service and to operate its 
center and other activities at 
somewhere around $500,000. This 
was definitely not an operation in 
which “the dimes jingled merrily 
as they rolled into the cash box.” 

Wilbur Peak, Illinois Bell’s gen- 


IBT also had to! 


eral information manager, headed 
IBT’s public relations at the con- 
ventions, and he and his staff 
found themselves extremely busy 
people. Mr. Peak had apparently 
recovered from the strains and 
harassments of the party gather- 
ings, however, and was in an af- 
fable mood when interviewed by 
AA. 

But he smiled wanly when 
asked what kind of task he 
had cut out for himself four years 
from now—if Chicago is again the 
convention site—when TV cover- 
age will be much greater. 

“I think I'll take my vacation 
then,” he said. 


FCC Issues Three 
‘TV Permits, Takes 
‘Back One Same Day 


WASHINGTON, July 31—The Fed- 
jeral Communications Commission 
{doled out three additional TV per- 
mits today, bringing the total num- 
|ber of commercial stations autho- 
rized in the U.S. since the freeze to 
One of the permits was subse- 
| quently suspended, however, when 
the commission decided to take 
another look at the channel assign- 
ments for New Britain, Conn. 

The three stations authorized to- 
day include two in Fort Lauder- 
dale, Fla., and one in El Paso. The 
successful applicants were Gore 
Publishing Co. and Gerico Invest- 
ment Co., Fort Lauderdale, and 
Roderick Broadcasting Co., El 
Paso. 

Gore Publishing Co. is owned 
by R. H. Gore, Chicago, publisher 
of the Fort Lauderdale News. The 
Gerico Investment Co. also owns 
WBRD, Fort Lauderdale. 


ANA Meet Set in New York 
The Assn. of National Adver- 
tisers will hold its annual meet- 
ing Sept. 29 through Oct. 1 at the 
Hotel Plaza, New York. Wesley I. 
Nunn, advertising manager of 
Standard Oil Co. (Indiana), ANA 
chairman, has announced that the 
program committee will be co- 
chairmanned by Harry Deines, 
general advertising manager, 
Westinghouse Electric Corp., and 
William Smith, director of adver- 
tising, Thomas J. Lipton Inc. 
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’ 
Hudnut's Copy on 
Non-Neutralizers 
Brings Toni Action 
(Continued from Page 1) 

The ads run for Richard Hudnut 
home permanent were headlined, 
“You'll feel like crying...but cry- 
ing won't help!” They went on to 


warn “that when you give your- 
self one of those so-called short- 


|cut, non-neutralizer home perma- 
|nents you’re gambling with the 


health and beauty of your hair.” 
The Hudnut ad stated that re- 
peated use of home permanents 
without neutralization could lead 
to “total destruction of the hair.” 
The copy ended on this note: “And 
one more thought...did you re- 
alize it takes nearly a year to grow 
a whole new head of hair? Isn't 
it better to be safe than sorry?” 
Hudnut said this ad was only 
the opening shot. A second page 
will be placed in the same papers 
shortly and This Week Magazine 
will carry a page and a fraction. 


® Probably the biggest non-neu- 
tralizing home permanents are 
Prom and Shadow Wave, put out 
by Lever Bros. A spokesman for 
Lever told AA that Hudnut was 
wrong in its assertions. He said 
Shadow Wave is “absolutely safe, 
as proved by careful testing.” 

Mr. Lewis, the Prom manager, 
issued the following statement: 

“We already have sold several 
million Prom home _ permanent 
wave kits and July will be Prom’s 
biggest month since the product 
was launched. We know that wom- 
en have used the product with 
complete satisfaction. In fact, 
many thousands of women already 
have used Prom two and three 
times.” 


s Mr. Lewis also pointed out that 
“the most extensive hair research 
in the history of the cosmetics in- 
dustry was conducted on the prod- 
uct before it was introduced.” All 
these studies, he said, “show that 
Prom leaves hair in excellent con- 
dition.” 

Only last week Hudnut was re- 
ported in AA to be preparing a 
new, neutralizing home permanent 
to be handled by Dancer-Fitzger- 
ald-Sample. 


‘Premium Parade’ to Bow 

Premium Parade, 299 Madison 
Ave., New York 17, will appear 
in September. The publication will 
be one sheet, 17x22”, divided into 
38 units of advertising space. It 
will be a monthly, with an initial 
circulation guarantee of 5,000. 
Space rate is $60 per unit. Adver- 
tising will be in the form of the 
“new product item” editorial ap- 
proach. Departmentalization will 
distinguish premiums as self-liqui- 
dators, point of purchase, etc., ac- 
cording to R. M. Fixell, the pub- 
lisher. 


Piening Joins Kimball 

M. Peter Piening has joined Ab- 
bott Kimball Co., New York, as 
art and design consultant. Mr. 
Piening has been art director at 
N. W. Ayer & Son and J. Walter 
Thompson Co. and at Life and 
Fortune. 
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FC&B to File 
Charges Against 
Winter, Robeson 


New York, July 31—Foote, Cone 
& Belding and its local production 


subsidiary, Consolidated Produc- 
tion Service Inc., today served 
summonses on Howard Winter, 


former president of Consolidated, 
and accountant Richard Robeson. 
If not answered, the plaintiff will 
seek a $300,000 judgment. 

While no complaint has been 
served or filed, FC&B counsel told 
ADVERTISING AGE that one will be 
filed charging libel and slander. 

The summons is the latest ac- 
tion in a series of incidents which 
began last October. At that time, 
Mr. Winter, then president of Con- 
solidated, with which he had been 
connected 22 years, began negotia- 
tions to buy the printing and en- 
graving plant (a wholly owned 
subsidiary) from the advertising 
agency. 

Negotiations for the sale con- 
tinued for nine months. Disagree- 
ments apparently were mainly ov- 
er the selling price which, during 
that period, reportedly varied from 
$100,000 to $400,000. The discus- 
sions ended on June 27 when Mr. 
Winter received a registered letter 
informing him that he was fired. 


8 On July 2, FC&B obtained an 
injunction against Mr. Winter ex- 
cluding him from the Consolidated 
premises and forbidding him to 
talk with employes or spread 
malicious conversation. A request 
to enjoin Mr. Winter from sending 
letters to clients of FC&B was 
stricken as no letters were shown 
in evidence. 

Yesterday, according to FC&B 
counsel, it was learned that a let- 
ter had been sent and the sum- 
monses were served today. A com- 
plaint has not yet been filed. The 
defendants have 20 days in which 
to reply to the summons, and fil- 
ing a detailed complaint can be 
delayed 20 more days. 

Mr. Winter is now a v.p. of Mor- 
rell & McDermott, another produc- 
tion company. Strangely, the man 
who succeeded him as head of 
Consolidated, Valentine Spiegel, 
was previously with Morrell & Mc- 
Dermott. 

(Mr. Winter has just announced 
formation of Howard W. Winter 
Production Service Inc., a new 
corporation. He will continue as an 
executive with Morrell & McDer- 
mott.) 


e Learning that FC&B contem- 
plated selling the plant, Mr. Winter 
—according to his statements to 
an AA reporter—offered $100,000, 
then $225,000. The agency began 
by asking $300,000, later moved 
the price up to $400,000, he said. 
By June, the negotiators were 
fairly close, Mr. Winter says, as- 


‘area involved. 


serting he was willing to pay $330,- | 


000 plus payment for inventory to 
bring the total up to $376,000. 

On June 27, he was fired. Mr. 
Winter says he still doesn’t know 
why. Robert F. Carney, FC&B 
chairman, says he was fired for 
being an “inefficient manager.” 
Other PC&B officials indicated Mr. 
Winter was fired only after he had 
discussed corporation affairs with 
outsiders, and threatened the use 
of letters to clients. 


s Mr. Winter told AA he now is 
engaged in legal action to collect 
the balance on a 10-year contract, 
which was to expire in 1956, sever- 
ance pay, vacation credits, and 
bonuses. He figures this amounts 
to “more than $100,000.” 

Mr. Robeson, listed as a certified 
public accountant at 505 Fifth Ave., 
handled Mr. Winter’s accounting, 
and wrote letters to three FC&B 
clients—Armour, Gillette, and 
General Motors. He told AA he 
wrote the letters “in Mr. Winter's 


FASHION THEME—Fall ad campaign of 

NoMend Hosiery Inc., Philadelphia, gets | 

away from price emphasis with the theme 

“Fit is Fashion.” This ad will run in 

Glamour and Vogue. Al Paul Lefton is 
the agency. 


interest and because I’m a minor | 
stockholder in those companies.” | 
The letters questioned the effec- | 
tiveness of the operation of the 
FC&B Chicago production sub- 
sidiary, which is operated entirely 
separate from Consolidated, and 
was not included in the negotia- 
tions for sale of Consolidated. 


Exclusive Dealing 
Charged to Revlon 
by FTC Examiner 


WASHINGTON, July 31—Hearing 
Examiner Earl J. Kolb told the 
Federal Trade Commission today 
that Revlon Products Corp., New 
York, had attempted to bind beau- 
ty supply jobbers to exclusive 
dealing contracts. 

The trial examiner recom- 
mended that the commission issue 
a cease and desist order against 
Revlon. 

In his decision, Mr. Kolb said) 
jobbers considered themselves 
bound by restrictive provisions in 
Revlon’s sales contracts and “as a 
result either temporarily or perm- 
anently discontinued the purchase 
of cosmetic products sold and dis- 
tributed by competitors” of Rev- 
lon. 

By reason of Revlon’s exclusive 
dealing contracts, he said, com- 
petitive manufacturers were de- 
prived of the full coverage of the 
beauty salon business in the trade 


@ FTC has also issued a complaint 
against Purex Corp., South Gate, | 
Calif., charging it with discrimin- | 
ating price arrangements with cer- 
tain jobbers and distributors for 
Purex bleach. The complaint al- 
leges that Purex offered discounts 
ranging from 10% to 334%4% with) 
the effect of lessening competition 
as well as injuring non-favored 
jobbers. 

The complaint states that Purex 
sold almost $20,000,000 worth of 
products in 33 states, not including 
the Atlantic seaboard. Other prod- 
ducts made by the company are 
Purex Bowl Clean, Purex Drain 
Opener end two detergents, Trend 


|and News. 


'to be in the radio and TV business. 


Nyland Named V.P., Manager 
of Campbell-Mithun, Chicago 


Neal Nyland, formerly v.p. and 
account supervisor of Benton & 
Bowles, New York, has been 
named v.p. and general manager 
of the Chicago office of Campbell- 
Mithun. | 

From 1949 until he left B&B, Mr. 
Nyland was in charge of work on 
Crosley appliances. He started his 
career ir the ‘30s with Brooke, 
Smith & French, Detroit, on the 
Kelvinator and Eureka vacuum 
cleaner accounts. While in Detroit, 
he was head of promotion and sales ' 
training for the Plymouth division 
of Chrysler Corp. and later adver- | 
tising manager for Nash. | 


|nick that he is to ignore evidence | 


jand early ’40s. A large percentage 


Last Minute News Flashes 


Servel Will Introduce New Refrigerator 

EVANSVILLE, INp., Aug. 1—Servel Inc., manufacturer of gas refrigera- 
tors, air conditioners, water heaters and related products, will intro- 
duce a new type refrigerator on Aug. 19. Business papers will carry 
introductory ads late this month. A national magazine program calls 
for color ads starting in September in American Home, Better Homes 
& Gardens, Fortune, House Beautiful, Life, Sunset, Time, and The 
Saturday Evening Post. A dealers’ cooperative newspaper campaign 
is also scheduled. Hicks & Greist is the agency. 


Nationai Distillers Sells White Rock Corp. 

New York, Aug. 1—White Rock Corp. has been sold by National 
Distillers Products Corp. to Alfred Y. Morgan, White Rock president, 
and his associates, William Keeley Jr., v.p.; Henri Cote, secretary- 
treasurer, and Charles Mauro, assistant secretary. Mr. Morgan refused 
to disclose the purchase price, but told AA that White Rock advertising 
will continue and that Kenyon & Eckhardt will remain as advertising 
agency. He denied reports that the company would move its executive 
offices and that advertising would be curtailed. 


Ferrara Plans National Ad Push for Candy Bar 


New York, Aug. 1—Ferrara Confectionery Co. has developed a 
honey nougat candy and with the help of Admiral Advertising Agency 


| will become a national advertiser. The advertising will be launched 


by regions as distribution is achieved. The nougats will be packed in 
a 10 oz. size for department stores and in a 4% oz. size for supermar- 
kets and chains. 


Republicans Name Kudner; Other Late News 

e The Republican National Committee has appointed the Kudner 
Agency, New York, for the 1952 campaign. Kudner is the agency 
which handled the 1950 campaign of Sen. Taft in Ohio. The agency 
appointment was announced by Robert Humphreys, who was named 
the GOP publicity director earlier in the week. Mr. Humphreys, a 
former Washington reporter and national affairs editor of Newsweek, 
provided the Republicans with campaign kits in the 1950 congressional 
campaign. 

e T. D. Nairn Food Products Co., Dolton, Il., has obtained a patent on 
a raw popcorn product which is mechanically processed so that each 
kernel is salted, butter-coated and flavored with oil seasoning before 
being canned. The company claims two advantages for its Golden Pop: 
nothing has to be added after popping and unused contents of a can 
will keep fresh for months. Nairn says a large food company will soon 
market the product. 


e E. B. Foskett, formerly managing director of the Customer Audit 
Bureau, has joined Russell W. Allen Co., New York. He will head the 
market research and opinion analysis division. 

e Lewis Ham Happ, formerly with Batten, Barton, Durstine & Osborn 
as a contact executive, has joined Peck Advertising, New York, in a 
similar capacity. 


ABC-Paramount Merger Chances Brighter 
as FCC Rules Out Most Anti-trust Facts 


WASHINGTON, Aug. 1—Chances 
for approval of the ABC-United 
Paramount Theater merger bright- 
ened today as the Federal Com- 
munications Commission ordered 
hearing examiner Leo Resnick to 
overlook most of Paramount's anti- 
trust history. 

The commission turned down) 


“Where such activities took place 
in the relatively distant past and 
have not continued, we are of the 
opinion that their materiality to 
a determination as to the qualifica- 
tions of an existing licensee is 
negligible,” it said. 

FCC also refused a_ petition 
from DuMont asking immediate 
American Broadcasting Co.’s bid| renewal for DuMont stations which 
for immediate approval of the|have been tied up in the Para- 
merger. However, it told Mr. Res- mount hearing. 

The commission expressed con- 
taken during the past six months | fidence that its limitation of the 
which dealt with Paramount’s| anti-trust issue would bring about 
anti-trust activities in the 1930s|an early conclusion to the proceed- 
ing. 

of the 13,000-word record piled up 
in the Paramount case deals with 
these early offenses. 

In narrowing the anti-trust issue, 
FCC said Mr. Resnick is to con- 
sider only those activities which 
occurred since Aug. 7, 1948. The 


Five Artists Will Compete 

for Rand McNally Mural 
Rand McNally & Co. announced 

last week that five artists had 

entered a restricted competition to 

| provide a mural for the reception 


record includes few anti-trust is-| jobby in the company’s new build- 


sues since that date. 


es FCC’s staff members oppused | 


any compromise on the anti-trust 
issue. They contended the com- 
pany’s past history indicates 
whether its officers are qualified 


| 


| 
| 


ABC said the delay had endan- | 
gered its survival and complicated 
the problem of lining up fall pro- 
grams. Paramount had asked dis- 
missal of the anti-trust issue on 
the ground that FCC recently re- 
newed licenses for other corpora- 
tions which have anti-trust his- 


tories. 


In narrowing the anti-trust is-| 
sue, FCC reiterated that it is in- 
terested in past anti-trust history 
of radio and TV applicants. The 
commission said, however, that 
experience demonstrates the im- 
practicality of delving into the re- 
mote history of applicants outside 
the broadcast field. 


ing in Skokie, Ill. The winning 
artist will receive $7,000 for paint- 
ing the mural, and each of the five 
artists will get $750 for submitting 
a preliminary sketch. 


The five artists are Rainey Ben- | 


nett and Edgar Miller of Chicago; 
Edward Melcarth of New York: 
Fred Conway of Ladue, Mo., and 
Siegfried Reinhardt of St. Louis. 
Judges of the competition are 
Frederick A. Sweet of the Art 
Institute of Chicago; Edwin Sny- 
der, art director of Rand McNally, 
and Rolfe Renouf of Graham, 
Anderson, Probst & White, archi- 
tects for the new Rand McNally 
building. 


DuMont Promotes Scott 

Robert G. Scott has been pro- 
moted to manager of sales engi- 
neering for the cathode ray tube 
division of Allen B. DuMont Lab- 
oratories Inc., Clifton, N.J. He 
joined the company in 1948 and 
was previously head of the com- 


‘mercial engineering section. 
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Muench Protests 
Mat Shrinkage in 
Letter to ANPA 


Cuicaco, July 30—C.: Wendel 
| Muench, agency head who is bat- 
tling excessive mat shrinking by 
newspapers, this week carried his 
| battle to the American Newspaper 
Publishers Assn. 

In an open letter to the ANPA, 
addressed to Vernon  Spitaleri, 
manager of the mechanical de- 
| partment, Mr. Muench asked the 
| ANPA to declare against “the gyp- 
{ping of advertisers by certain 
| newspapers.” 
| Asserting that ads have two di- 
mensions—width and depth—Mr. 
Muench’s letter, copies of which he 
sent to the trade press, says that 
shrinkage in width “is a sneak 
move on the part of certain news- 
papers to short weight advertisers 
to offset higher printing costs. 

“I see no reason why the users 
of newspaper advertising should 
be forced into the position of un- 
derwriting newspaper publishing 
profits by accepting less in size of 
space bought and less in quality of 
reproduction, which is the ines- 
capable counterpart of excess mat 
tampering,” he wrote. “If econ 
omies are desirable and no alter 
native is at hand. . .then such econ 
omies can be made the way ever 
advertiser would have to mak 
them—by giving due notice to cus 
tomers.” 

In New York, Mr. Spitaleri re 
fused to comment on the Muenc 
letter. Committee discussions oi 
the subject of column width ar 
understood to be continuing, bu 
no action has been reported. 


Reshutfle of CBS 
and Ridder AM-TV 
Holdings Approved 


WASHINGTON, July 31—The Fed 
eral Communications Commission 
has approved a revamping of the 
radio and TV holdings of CBS and 
the Ridder publications in Chicago. 

As a result of the deal, a new 
corporation named Midwest Radio- 
Television Inc., is being set up, 


with Ridder interests controlling 
53% of the stock and CBS 47%. 
The corporation takes over WTCN- 
TV, Minneapolis, formerly owned 
by the Ridder-controlled Mid- 
Continent Radio-Television Inc, It 
also takes over WCCO, formerly 
owned by CBS, in Minneapolis. 

WTCN and WTCN-FM, which 
were also owned by Mid-Conti- 
nent, are being sold to Minnesota 
Television Public Service Corp. for 
$25,000. This firm is owned (68% ) 
by Robert Butler, former ambas- 
sador to Cuba. 

Edward G. Smith will be general 
manager of WTCN, and Ken Light 
|has been named sales manager. Mr. 
Smith was with General Mills for 
13 years as director of radio and 
TV production and for the past 18 
months has been in charge of the 
radio network of American Broad- 
|casting Co. in Chicago. Mr. Light 
|has been with the Twin City sta- 
| tion for the last six years. 


/Changes TV Application 

| Radio Roanoke Inc., Roanoke, 
| Va., which operates WROV, has 
amended its TV application to 
| specify Channel 27. The company 
described the change as being for 
| the purpose of bringing TV to Roa- 
| noke “at the earliest possible date.” 


Buys One-Third of KXLY 

One-third interest in KXLY, 
Spokane, has been bought by Wil- 
liam N. Marshall, Spokane repre- 
sentative of A. C. Allyn & Co., Chi- 
cago, investment securities organi- 
zation, from Queen City Broad- 
casting Co. 
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This Week in Washington... 


Liquor Boards Protest ‘Balkanism’ 


ness in a particular market pays 
the same tax and the same fee.” 
e 7 = 
Nobody will ever accuse the 
Federal Communications Commis- 
ston of hampering the growth of 


a | Stanley Cohen “If this kind of protectionism non-commercial educational YTV. 
ashington Editor were applied to other goods,” a . - : 
3 Pee bin. : Having set aside educational 
WasnHincton, July 31—Appar- wine industry spokesman com- Gaudi ti. thank euaen ten 
ently the founding fathers had mented, “America would have been y ge 


something when they put a clause 
into the federal Constitution pre- 
venting states from interfering 
with the flow of interstate com- 
merce. Ask the alcoholic beverage 
industry. 

When prohibition was repealed, 
beer, wine and liquor were specif- 
ically barred from enjoying the 
protection of the commerce clause. 
As a result, all but a handful of 
states have enacted laws and regu- 
lations to keep the business in lo- 
cal hands and encourage local 
breweries, vineyards and distiller- 
ies. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, W.Y.19 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


Balkanized, and would never have 
progressed beyond the status of a 
10th power.” 

To encourage home industry, the 
states erect a variety of barriers 
against outsiders. One of the worst 
offenders, Michigan, has a tax of 
50¢ per gallon on wine, refunds 
46¢ to local producers. Virginia's 
state-owned stores take a markup 
of 30¢ per gallon on most wines, 
only 20¢ on wines from Virginia 
fruits and agricultural products. 
Pennsylvania discourages “for- 
eign” beers by charging a punitive 
fee to distributors who import beer 
from other states. 

The situation has become so con- 
fused that alcoholic beverage com- 
missioners of the states themselves 
are in revolt. They have adopted a 
report protesting laws and regu- 
lations which are designed to en- 
courage home industry, rather than 
deal with abuses of the alcoholic 
beverage industry. 

“We are not suggesting that the 
states adopt standard laws and 


standard fees,” John F. O'Connell, | 


chairman of the New York State 
Liquor Authority, said. “But we 
feel the states should correct their 
laws so that everyone doing busi- 


ANGRAVER 


DAY-NIGHT 


community in the nation, FCC is 
apparently ready to dole out per- 
mits to any responsible institution 
which indicates even a slight in- 
terest. 


| 
Last week it announced grants 
to the University of Kansas and| 


three to the New York State Board 
of Regents, though neither appli- 
cant has yet indicated how it in- 
tends to finance station construc- 
tion and programming. 

In announcing the grants—for 
Manhattan, Kan., and Albany, 
Buffalo and Rochester, N. Y.—FCC 
expressed confidence that state 
legislatures will come through with 
the money. But commissioners 
Reosel, Hyde and Robert Jones took 
a walk. They filed a dissent warn- 
ing that educators failed to offer 
ja financial plan which assures 
| actual construction. 


os » e 
| Over at the Petroleum Adminis- 
| tration for Defense, officials have 
added up the figures and decided 
| that a fuel oil shortage can occur 
this winter—if temperatures on 
| the East Coast average about nor- 
|mal. 
| During the past two winters, 
| shortages have been avoided, gov- 
jernment people say, only because 
temperatures ran 10% higher than 
normal. 

The demand for fuel oil con- 


|division, reports there are more 
than twice as many oil burners in 
|use than there were just after 
World War II. 


© * 

State health officers are sound- 
|ing out federal cfficials on the pos- 
| sibility of a special 1955 census of 
| population. Stimulus comes from 
officials of counties which border 

major metropolitan centers. In- 

| flua into these areas is so great, 
government people say, that state 
jand county officers are finding it 
|difficult to forecast hospital and 
| other health needs. 

A few days ago, Census Bureau 
issued a report indicating that 
about 31,000,000 persons 
moved during the 12-month period 
April, 1950-April, 1951. This is 
about 4,000,000 more than either 
of the two preceding years. Of the 
31,000,000, Census Bureau esti- 
mates that 21,000,000 had moved 
within a county and 10,000,000 
were migrants—had moved from 


© - 2 
NPA officials feel 


consumer | 


vertising,”” 


it. Looking on are Lowell McElroy, ANA 


NEW BOOK—Paul West (dark suit), president of the Assn. of National Advertisers, 
presents autographed copy of ANA‘s new publication, ‘Essentials of Outdoor Ad- 
to Kerwin H. Fulton, president of Outdoor Advertising inc. Book was 
inscribed by 12 members of ANA‘s outdoor advertising committee, which produced 


v.p., and William D. Kistler, ANA media 


research. 


‘Enquirer’ Employes Issue 
Bonds to Purchase Paper 
Cincinnati Enquirer’s employes 
have asked the Securities and Ex- 
change Commission to approve is- 
sue of $10,000,000 in stock and 
debentures to finance purchase of 
the paper. The financing provides 
for 400,000 shares of common stock 
at $10 per share; $3,500,000 worth 
of 15-year sinking fund debentures 
and $2,500,000 worth of 10-year 
convertibie junior debentures. 
Portsmouth Steel Corp. backed 
the employes’ offer to buy the 
newspaper for $7,600,000 from the 
|McLean estate, topping the Cin- 
cinnati Times-Star offer by $100,- 
000 (AA, June 9). The debentures 


offering prices and underwriting 
terms will be announced later. 
Conversion of debentures into 
common stock will be on the basis 
of 10 shares equaling $100 of de- 
bentures. Some $4,000,000 of the 
common stock will be offered to 
the public. 


Chesterfield, Kellogg 
Buy Columbia Shows 

Kellogg Co., Battle Creek, Mich. 
(Leo Burnett Co.), has contracted 
| for the last two available quarter 
| sone of Art Linkletter’s “House 


Party” over CBS-TV. The 30- 
minute Monday through Friday 
| program starts Sept. 1, with Pills- 


|! bury, Lever Bros. and Green Gi- 
ant Co. completing the list of spon- 
sors. 

Meanwhile, Liggett & Myers, 
which dropped the high-price Bing 
Crosby radio program at the end 
of the spring season, is planning 
a 30-minute weekly song session 
with Perry Como on Columbia. 
Mr. Como used to sing for Chester- 
field on CBS Radio and now has a 
three times weekly regular season 
show for the cigaret company on 
CBS-TV. Cunningham & Walsh is 
the agency. Der Bingle will sing 
this year on radio—and TV, if he 
decides to take the plunge—for 
General Electric Co. through 
Young & Rubicam. 


AMERICA'S : . anita _| will be underwritten by Halsey, 
ee eee ae OAD roman, | Stuart & Co., New York and Chi- Reynolds Adds Harness Races 
FIRST | , prog cago investment banker. Public Reynolds Metals Co., New York, 


has taken sponsorship for five ad- 
ditional harness races in addition 
to the Hambletonian, which will 
be broadcast over CBS Radio on 
Aug. 6. The five other programs 
will be aired at 6:15-6:30 p.m., 
EDT, on Aug. 14, 21 and 28, Sept. 
18 and Sept. 3. Buchanan & Co. is 
the agency. 


ABC-TV Loses Sponsor 


Nash-Kelvinator Corp., Detroit, 
will discontinue sponsorship of 
the “TV Teen Club” (ABC) as of 
Aug. 30. Geyer, Newell & Ganger 
is the agency. This cancelation will 
leave ABC-TV with no Saturday 
night sponsors. 


had | 


one county to another. 
| 
| 


goods industries will be off sched-| 
ule for at least another eight! 
weeks before steel mills are in a} 
position to get shipments back on} 


schedule. | * 8 
The steel shutdown cost an esti-| ? aS re J: 
mated half million passenger cars, | 

and threw the defense program out | 

of gear. Electric power expansion | 
was seriously delayed, and the | 
completion of new aluminum mills | 
has been postponed from Septem- 
ber to November—at a cost of 1,- 
000,000 pounds of aluminum daily. 

Barring the unforeseen, however, 
these are probably the last tough 
weeks consumer goods industries 
will have. By the end of the year, 
|most controls will be gone. The 
|copper supply has already im- 
|proved to the point where NPA 
jis letting industry know that it is 
ino longer necessary to redesign 
| products, in order to use substitute 
| materials. 

One serious shortage remains: 
/nickel-bearing stainless steel. But 
new nickel-less alloys, now going 
into production, are expected to 
take consumer goods industries 
‘over the hump. i 
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Army, Air Force 
Rule Out Specs 
in Agency Bids 


(Continued from Page 2) 
of the campaign. 

In addition, recruiters have been 
forced to reduce the number of 
“salesmen” at local recruiting sta- 
tions by 50%. 

Because of the major changes in 
recruiting plans which will be nec- 
essary, officials said they 
sidered this an appropriate time 
to open the advertising contract to 
competition. 

Invitations to attend the brief- 
ing had been mailed to all agencies 
listed by ADVERTISING AGE as bill- 
ing over $5,000,000 in 1951. Other 
interested agencies were encour- 
aged to attend, however. 

Agencies were told that the re- 
cruiting contract has many de- 
sirable features. While only about 
40% of the budget would go to 
commissionable space, the remain- 
ing 60% would be used for pro-| 
jects on which the: agency would) 
collect a fee. 


] 
® Recruiters emphasized that one | 
aspect of the government contract | 
which differs somewhat from 
many commercial accounts is that 
the government pays on a fee ba-| 
sis for all services required. Thus 
the agency is put to no expense 
for any so-called “additional serv- | 
ices.” | 

Copies of a fact sheet, sample | 
contract and explanatory letter 
can be obtained from Col. Berkley, 
who is, in effect, the advertising 
manager supervising the recruiting 
account, His address is c/o the) 
Adjutant General, Washington 25, | 
D.C. Attn: AGSN. 

Agencies at today’s briefing in- | 
cluded Abbott Kimball; Anderson | 
& Cairns; N. W. Ayer; BBDO; 
Bozell & Jacobs; Buchanan & Co.; 
Calkins & Holden, Carlock, Mc- 
Clinton & Smith; Dancer-Fitzger- 
ald; Doherty, Clifford & Shenfield; | 
Dowd, Redfield & Johnstone; Ell-| 
ington & Co.; Grant; Houghton- 
Garfield; Joseph Katz Co.; Mc- 
Cann-Erickson; J. M. Mathes, Rob- 
ert Orr and Ruthrauff & Ryan. 


Catholic Press Directory 
Records Readership Gain 


The 1952 edition of “The Catho- 
lic Press Directory,” available free 
to national advertisers and recog- 
nized agencies, $3 a copy to others, 
shows a circulation gain of 2,000,- 
000 subscribers for Catholic media 
in the U.S. and Canada. The num- 
ber of publications has increased 
by 56. 


The directory, put out annually 
by the Catholic Press Assn., may 
be had by writing the association 
at 120 Madison Ave., New York 16. 


Booth Becomes a V.P. 

W. P. Booth, who joined the 
agency in an executive capacity 
last October, has been elected a 
v.p. of Sullivan, Stauffer, Colwell 
& Bayles, New York. 


con-| | 


| 
| 


HEAVENLY DISH—This ad in the July 27 
This Week Magazine is Pillsbury‘s first 
move toward getting a national market | 
for its new angel food cake mix. Full con- | 


sumer magazine advertising begins in 

September. Two other angel food cake 

mixes currently aiming at the national 

morket are Swans Down and Py-O-My. 

Leo Burnett Co., Chicago, is the Pillsbury 
agency. 


‘American Poultry Journal’ 
Plans 3 New Editions 

American Poultry Journal. Chi-| 
cago, is starting three new editions | 
with its October issue: Pacific, 


place the previous Eastern, Coe 
tral and Western editions coverage | 
classifications. The Pacific edition | 
will cover Washington, Oregon, | 
Idaho, California, Nevada, Utah 
and Arizona. The Midwest edition 
will include all states east of these | 
up to and including the states cov- | 
ered by the old Central edition. | 
This excludes Ohio, which is now | 
covered by the Eastern edition. | 

Rates for a b&w page for all edi- | 
tions have been raised from $1,300 | 
to $1,900. For a color page, tie} 
rate remains $2,100. A b&w page in, 
the Eastern or Midwest edition is | 
$900. A b&w page in the Pacific | 
edition is $485. New combination | 
rates also go into effect. 


Esquire Pushes Shoe Polish 


Knomark Mfg. Co., Brooklyn, is 
launching its largest fall-winter 
promotion for Esquire shoe polish. 
It has renewed its sponsorship of 
NBC-TV’s “Kate Smith Show” in 
61 markets and is adding spot ra- 
dio, magazines and newspapers. 
Magazines include The American 
Weekly, Collier’s, Life, Look, New 
York Times Magazine, The Sat-| 
urday Evening Post and the Metro | 
group, “on an average of three ads | 
weekly,” according to Charles L.| 
Rothschild, executive v.p. of Emil | 
Mogul Co., New York, the com-| 
pany’s agency. “Our plan is to use | 
our magazine schedule as our na-| 
tional advertising umbrella and to) 
hit hard locally in strategic mar- 
kets with our highly successful TV 
and spot radio programs. Our ra- 
dio buys have been largely con- | 
fined to non-TV areas,” he said.) 


Mellinger Co. Names Agency 


Mellinger Co., Westwood, Cal. | 
mail order correspondence school, | 
has named Van der Boom-Hunt- | 
McNaughton, Los Angeles, to han- 
dle national advertising on a new 
home study course to be announced 
at a later date. Paul Jones & As-| 
sociates, Los Angeles, directs ad-| 
vertising for the school’s Skill 
Weave and World Trade home 
study courses. 
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advertiser who has quality mer- 


among Sales Management's 
162 Metropolitan Areas 
i These ee ee are pleased that 
the Quad-City area has moved 3 
effective wo 3 income category 
This great depth of quality among 
good promise of success for the 
chandise to sell and does it wisel 
through The Argus and The Dispatc 
—the newspapers that cover 3 of 


é BUYING INCOME per CAPITA 
* 

steps ahead to llth place in the 

240,000 Quad-Citians is a_ pretty 
’&) 4 Quad-Cities. 


The MOLINE Dissated 
The ROCK ISLAND 7Fegus 
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‘Times’ Ends Detroit Office, 
Appoints Sawyer-Ferguson 

Sawyer-Ferguson-Walker Co. 
has been named by the New York 
Times as its national advertising 
sales representative in Michigan, 
northern Ohio and western Penn- 
sylvania. The Times will discon- 
tinue its own Detroit office and 
S-F-W will double its Detroit staff 
and add Theodore F. Etter, Charles 
Miller and Kay Stitch, formerly 
of the Times’ Detroit staff. 

S-F-W, which also represents 
the Times on the Pacific Coast, is 
headed by L. Sawyer, who 
has served the newspaper as a 
food promotion consultant for 
about two years. 


hOBM Named for Crusade 
Hewitt, Ogilvy, Benson & Math- 
er, New York, is volunteer agency 
for the third consecutive year for 
the 1952 Advertising Council's 


|campaign for the Crusade for Free- 


dom. The campaign is seeking $4,- 
000,000 this year for the construc- 
tion of additional transmitters for 
Radio Free Europe and the expan- 
sion of facilities of Radio Free 


| Asia. 


Lionel Braun Resigns 

Lionel H. Braun has resigned as 
director of advertising and public 
relations for Signa-Craft Inc. to 
join Hal A. Salzman Inc., New 


| Eastern and Midwest. These re-| York public relations consultant, 


as account executive and member 
of the merchandising plans board. 


Melville Shoe to LaRoche 

Melville Shoe Corp. has switched 
the advertising account of its John 
Ward division from Pedlar & Ryan 
to C. J. LaRoche & Co., both New 
York. A newspaper schedule in 
New England and middle Atlantic 
states is being prepared. 


Lewis Named President 

Roy C. Lewis, president of Roy 
C. Lewis Ltd., Montreal, has been 
elected president of the Toilet 
Goods Manufacturers Assn. of 
Canada. 


Admiral Adds L. A. Branch 


Admiral Corp., Chicago, has or- 
ganized a factory branch, Golden 


State Appliance Distributing Co., 
to handle sales and service of the 
company’s television and radio re- 
ceivers, refrigerators and ranges 
in the Los Angeles area. Located 
at 242 S. Anderson St., Los Ange- 
les, the organization replaces 
Herbert H. Horn Inc. Arthur J. 
McGettrick, Memphis regional 
manager, has been promoted to 
v.p. and general manager of the 
new branch. George Gramlich, for- 
merly with Horn, has been named 
advertising manager of the branch. 


‘Publishers’ Auxiliary’ Moves 

The Publishers’ Auxiliary, 
Frankfort, Ky., is moving to 210 S. 
Desplaines St., Chicago 6. The Aug. 
2 issue will be the first prepared 
end printed in Chicago. 
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52 counties accounting for 80% 


in 
fective Buying Income, 81% of food sales, 82.8% of drug 


FLORIDA 
TIMES-UNION 


FLORIDA 


357% 


from 1940 to 1950 — better 


Any market, which, through increased population and 
increased prosperity, boosts its retail sales 357% 


in 10 years is worth going after! 

For years Florida's three big morning dailies have 
given blanket coverage in their own trading territories. 
In addition, since they offer 20% or better family 


THE MIAMI 


HERALD 


coverage in counties producing 80% of Florida's sales, 
they give great added strength to your advertising 
in other Florida markets. 

Put them at the top of your next media list and 
watch your Florida sales grow—fast! 


oi st Cost Coverage in Florida’s Top Markets 
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TAMPA 


Morning Tribune 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


National Representative 
Story, Brooks & Finley, Inc. 


National Representative 
Sawyer-Ferguson-Walker Company 
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Q. 


A hundred per cent sales increase! Is that bad? 


PS That’s good. 


a. 


What advertising agency handled the TV 
and radio broadcasts of the political 
conventions for Admiral Corporation? 


Russel M. Seeds Company. 


Oh...that’s the agency that creates 
and produces the Red Skelton show for 
Procter & Gamble’s Tide, isn’t it? 


Yes. 


Wasn’t Russel M. Seeds recently appointed to 
handle TV for Reynolds Metals Company? 
And haven’t they developed for Reynolds a 
scintillating half-hour comedy show 

starring Eddie Mayehoff? 


Yes. 


By the way, how’s business for other 

Russel M. Seeds clients, such as Elgin American, 
Helene Curtis, Ice Cream ’n Cake Roll, 

Kitchen Klenzer, Pinex, Raleigh cigarettes, 

Sir Walter Raleigh pipe tobacco, 

and Sheaffer’s pens and pencils? 


Up. 
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